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BIG CIGARETTE ACCOUNT MOVES: 
COMMERCIAL TELEVISION — LATEST 


Advertiser's 
Weekly = 


ORGAN OF PRtTis# ADBVRwe 1s i ee 


... bought by nearly a million women 
every month . . . read by many 

more in homes throughout the length 
and breadth of Britain. At the 
remarkably low cost of 13/- per page 
per 1000 copies, WOMAN AND HOME 
gives you the greatest coverage of 
housewives of any women’s monthly. 


Britain's BIGGEST SELLING 
_ woman's monthly magazine — 


GIVES YOU THE 
GREATEST COVERAGE 
OF HOUSEWIVES! 


NET SALES (Jan-June 1954) 925,321 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD. THE FLEETWAY HOUSE, LONDON, EC‘. CENTRAL sose 
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‘Marjine-scones’ 


Sin.—-I recently read of the 
case of a café proprietor being 
fined for advertising buttered 
scones and selling margarined 
scones. The clerk of the court 
in the case suggested that the 
trader should vertise his vic- 
tuals as “scones and margarine.” 

Neither this nor “margarined 
toast” are ecuphonious expres- 
sions (even with a soft “g”, which 
suggests it spreads more easily). 
I suggest that it is possible for 
our savants to coin a suitable 
expression. What about “mar- 
jine-toast” or “marjine-scones” ? 

/ H. W. MERTON. 


Protests in vain 


Sim-—Peter Jay in his letter in 
A.W., October 28, is justly, but 
belatedly, indignant at the blatant 
advertising linked with Zoe New- 
ton 


Many protests have been made 
in vain to the BBC about the 
continual “plugs” that riddle 
television programmes. Books, 
plays, wines, tea, laundries, hats 
~~all have had their share in the 

st, H. R Tapoe.. 
34 Fleet St., B.C4. 


Grateful to BBC 


Sm,—We in advertising should 
be grateful for all channels of 
information, whether it be press, 

ters, films, television or radio. 

refore I fail to understand the 
gentle knock Peter Jay had in last 
week's issue against the BBC for 
allowing a boost for milk. 

Surely we should be endeavour- 
ing to encourage the BBC to use 
their powerful channels to 
on useful information. their 
charter prohibits branded goods, 
But where is the harm in saying 
it is good to drink milk? 

No, let us be thankful that at 
times the BBC is human enough 
to assist us in our work, 

Perer Jouns. 
Plymouth. 


ii 


| To The Editor .. 


| Warning from Canada for artists 


with plans 


Sin,—Recently a number of 
British artists arrived in Canada 
to work and settle who brought 
with them rather too many hopes 
and illusions. 

Whilst we would not dis- 
courage anyone from coming 


here, particularly if he is com- 
petent and gifted, we feel we 
would serve both sides by giving 
a fair picture of the prospects for 
a commercial artist or designer 
newly arrived in Canada. 

This country has great natural 
resources, though not even 
15,000,000 inhabitants to exploit 
them. This small population 
scattered over an area larger than 
the United States offers much 
smaller scope for marketing than 
Britain or the USA. Therefore 
the need for artists grows only 
with a growing population. 

It is quite important to know 
that business is usually very slow 
during the hot summer months, 
ie. from about June 15 to Sep- 
tember 1. These months are 
unfavourable for seeking work or 
employment. We would advise 
artists who come here to set out 
without their families if possible, 
and to let these follow as soon as 
oer themselves have found their 
eet. 


The organisation of the adver- 
tising trade in Canada differs 
somewhat from England. 
Agencies here usually have very 
small art departments, generally 
just an Art Director or Creative 

i who does most of the 


to go west 


visualising and buys finished 
work for the agency. The main 
suppliers of finished work are the 
large engraving houses. Some of 
these may employ at times any- 
thing from 20 to 60 artists, many 
of them specialists in their fields. 
There are also studios, groups 
of artists working under one roof, 
and, of course, single freelancers. 

An artist here is not expected 
to be “all-round.” He should 
rather be accomplished in one 
field. 

Newspaper advertising and 

paper advertising account 
for the bulk of agency work. The 
demand for exhibition design is 
comparatively small at the 
moment. The poster, as known 
from British hoardings, is an 
almost unknown medium here. 

It would be of help to prospec- 
tive immigrants if they sent 
beforehand a few specimens of 
their work, and a few data to the 
Art Directors’ Club of Toronto 
or Montreal where some com- 
petent judges would be prepared 
to give advice to the best of their 
ability. (Though it would, of 
course, be beyond their resources 
to predict success or failure 
infallibly.) It would just be a 
matter of appraising the designers’ 
work in relation to the demands 
in this country. 

W. D. Fest, 
Secretary, 
Art Directors’ Club of Montreal. 
P.O. Box 248, 
Station B, 
Montreal, Canada. 


Twenty-five years ago 


‘November, 1929 


“I cannot believe that advertisi 
can indefinitely be kept out 


broadcasting. Advertising on the 
radio — «vi come,” Compton 
Mackenzie told ADVERTISER'S 
WeeKLY. 

+ * * 


The accounts of the Advertisi 
Asseuiaten meme a ate of £880. 


The Ministry of Health were 
considering a gen requiring all 
advertisements for food and drink 
to be submitted to a departmental 
conneeeap board getees Fpeesten. 

Two hundred and forty delegates 
from agencies and advertisers en- 
dorsed a n for the formation of 
an ee, neee 8 Congetens, 

A Council of British Adve 
and Publicity Clubs was f 


with the object of developing the 
club movement. 


* +. 7 
Lord Beaverbrook 5 on the 
Empire Free Trade sc at the 


Publicity Club of London. 
” * - 

A Government committee reported 
on the failings and @eaknennes of 
British salesmanship overseas and 
suggested that one of the remedies 
was a more searching and scientific 
study of the character and needs of 
the markets. 

” * * 

The Overseas Daily Mail—which 
eventually grew into the W’eck-end 
Mail rated its 25th birthday. 

i. o * - 

completely furnished 
foor in 8 bok of eae Cant 
—_, rey was eceeetped ata 

o per mon including 
lighting, heating and cleaning. 


Rapid expansion of 


equipment show 


The 1955 National Factory 
Equipment Exhibition, to be held 
at Earls Court from March 28 to 
April 2, will be nearly seven times 
the size of the first exhibition, 
held in 1953. 

The exhibition is the only one 
of its type held in Europe. 
Sponsors are Factory Manager 
and Factory Equipment News. 


THIS WEEK 


Telling the salesmen the 
advertising story, page 300. 


NEXT WEEK 
Survey of the Sunday press 


Classifieds set 


by a Photon 


The Patriot Ledger, a Quincy, 
USA, daily, is now setting its 
classified advertisements on a 
Photon, a machine which sets 
type characters directly on film 
ready for reproduction on an 

ving plate. 

t is claimed that the Photon 
turns out work twice as fast as by 
normal methods. Other estimates 
of the machine's potential value 
are that 12 Photons could do the 
work of 22 normal linotype 
machines, and that the printing 
force could be cut by at least 
30 per cent. 


Travelling showcase 


What McEwan of Edinburgh, 
a firm of furnishers, believe to 
be a new ype of travelling adver- 
tisement already ought 
them over £1,000 of new busi- 
ness, they claim. 

They have installed a three- 
sided showcase above the cabin 
of one of their three-ton delivery 
vans. The showcase is internally 
lit and large enough to take a 
ood selection of household 
urniture. 
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Whatever the size of your 


appropriation, if your a i 


Sr 


product sells to women, 


WOMAN’S OWN is an on 


ne nie 


indispensable medium. 


Woman's own 
2,246,752 


AUDITED NET SALE (JAN-JUNE 1954) iz 
. tt Ny ‘ “ey Ny 4 
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STUART MANDER, ADVERTISEMENT 
DIRECTOR, GEORGE NEWNES LTD. 
TOWER HOUSE, SOUTHAMPTON 
STREET, STRAND, LONDON, w.C.2 
TEMPLE BAR 434) (40 bines) 
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rthur George Street—author, lecturer, broad- 
caster, and Moonraker—was born at Ditch- 
ampton Farm, Wilton, and educated at Daunt- 
sey's School. As a young man spent four years 
in Western Canada, and has farmed in Wiltshire 
ever since. Published “ Farmer’s Glory” in 
1932, and now has over twenty books to his 
credit. Hon. President Edinburgh University 
Agricultural Society, 1935; Loves farming, 
fishing, shooting, and cheerful contract bridge— : 
in that order. Here he is at home at Mill Farm, y 
South Newton, Salisbury. 
+ 4 - 
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‘My Daily Mail’ ty 4. c. street 


7 I PREFER to call*the Daily Mail my ‘ Fairy 

Godmother.’ You see, it published my 
first attempt at writing, and so I’ve had a soft 
spot in my heart for it ever since, 

I’ve taken it regularly for thirty-five years, and can- 
not imagine a week-day breakfast without it. Besides, 
as a farmer, I just haven’t time to wade through acres 
of newsprint to find what I want, so the attractive lay- 


out and readable style of the Daily Mail suit me fine. 

But what I like most is that the Daily Mail does 
live up to its description of ‘ Independent.’ Having 
given me the news, its views do hold the scales of 
justice with equal poise—between town and country, 
men and women, rich and poor, capital and labour, 
work and pleasure, my own country and others. In 


these days I find such a sense of proportion very 
refreshing indeed.” 
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DEATH OF 
ROY CLARK 


Roy Clark, advertisement 
director of The Star, died 
at his home, Bishopstone 
Manor, Seaford, at midnight 
on Tuesday. He was 60. 

Mr. Clark had had a career of 
distinguished service to adver- 
tising. He was a member of 
the Newspaper Proprietors’ Asso- 
ciation’s committee, had been 
chairman of both its applications 

and its ad- 
vertisement 
committees, 
and a mem- 
ber of its 
readership 
survey advis- 
ory commit- 


tee. 

In 1923 he 
was one of 
the delega- 
tion that, 
under the 
auspices of 
the Thirty 

Club, went to the International 
Convention at Atlantic City with 
the. object of getting the Con- 
vention held at Wembley the 
following year. 

In addition to being a member 
of the Thirty Club he was a 
feunder member and a past 
president of the Solus Club. 

Before going to The Star in 
1934, Mr. Clark was for 13 years 
with Business Publications Ltd., 
publishers of ADVERTISER'S 
Weekty. He joined as adver- 
tisement manager of the ‘Weekly’ 
in 1921, later becoming general 
manager and director, and he was 
the first advertisement director of 
Advertiser's Annual. Earlier he 
had been Selfridge’s assistant 
advertising manager. 


TRIBUTES 


John Coope, deputy-chairman 
Daily Mirror, _ writes:—“Roy 
Clark was one of my most inti- 
mate friends for over 25 years. 
We first met when I was adver- 
tisement director of Northcliffe 
Newspapers and when he held a 
similar position on ADVERTISER'S 
Weexty. Our business acquaint- 
anceship soon developed into a 


@ Continued in stop press 


‘SPEAK WITH ONE VOICE’ MOVE 


dl agents unite 
TV. Association 


EPRESENTATIVES of 31 advertising agencies meeting 
in London on Tuesday decided to form an Advertising 


Practitioners’ TV Association. 


It will have two main objects: 
@To give meniber-agencies 

a chance to “speak with one 

voice” on day-to-day prob- 

lems with programme con- 
tractors ; and 

®@ To provide an intelligence 
and information service for its 
members. 

The Association also intends to 
provide programme planning and 
production facilities for mem- 
bers who require it. This service 
will be designed primarily for the 
use of the smaller agency and a 
special production membership 
category will be introduced for 
this purpose, 

Subscription rates have not yet 
been fixed, although a nominal 
subscription of one guinea is 
being charged at present. 

A further meeting is to be held 
next week when it is expected 
that officers of the Association 
will be elected. All enquiries for 
the time being are being handled 
by Richard Newcombe, of 
E. Walter George Ltd. 


ITA allot time 


First indication of the television 
time allotments for the proposed 
programme contractors has been 
given by the ITA: 


Broadcast Relay Service (Re- 
diffusion) and Associated News- 
papers: London—Monday to 
Friday. 

Granada Theatres : Manchester 

Monday to Friday 

Maurice Winnick and Kemsley 
Newspapers: Both Manchester 
and Birmingham—Saturday and 
Sunday. 

This still leaves a gap in the 
time allotment the London 
week-ends, and Birmingham 
week-days. It is rumoured that 
either or both these times will 
be given to a group headed by 
Norman Collins. 


Opposition’s 
Commons query 
on ad costs 


In the House of Commons on 
Tuesday, Henry Strauss, MP, 
Parliamentary Secretary to the 
Board of Trade, was questioned 
on advertising expenditure. 

Harold Wilson, MP, who was 
told that the best available 
estimate, that of the Advertising 
Association, of the amount spent 
on advertising in 1953 was 
approximately £230 million, said 
that this was “a wasteful use of 
our resources.” He doubted 
whether advertising was keeping 
to the “reasonable limits” volun- 
tarily imposed in 1948. 

Mr Strauss said that the figure 
was only a small proportion of 
the national product, and whether 
some of the resources spent on 
advertising should be diverted 
was “the subject of dispute 
among economists” and he did 
not propose to debate it. 


PWP, JWT TO HANDLE WILLS ACCOUNTS 


John Haddon and Co., Ltd., are 
to relinquish the press advertis- 
ing of the various brands of 
cigarettes, tobacco and cigars 
manufactured by W.D. & H.O. 
Wills’ branch of the Imperial 
Tobacco Co., Ltd. 

This covers Capstan and Three 
Castles cigarettes, Embassy 
cigars, Cut Gold Bar, Capstan, 
Golden Virginia and Handy 
Bar tobaccos. (Grant Adver- 
tising Ltd. handle Wills’ Gold 
Flake cigarettes.) 


Haddon's will continue to act for 
many of the brands of the 
other branches of the Imperial 
Tobacco Co. 

Wills’s advertising will be 
handled in future by two. or 
more agencics. 

It is understood that some of the 
relinquished accounts will go 
to F. C. Pritchard, Wood and 
Partners Ltd., and the J. Walter 
Thompson Co., Ltd. 

The changeover will take effect 
from the beginning of May. 


—- ee me -: Co ee ee. oe ; Ye eee a ee 
; PS 287 es | 
aM a Pe | 
4 ba 
- a Telegraph m 
| NN NCTHERN | 
| Il.__....) IRELAND 
| ee 
LS Ay. 
. | ; ’ 
ee . 
: "a 
; - 
Rs : 
ee i 
i o 
: 
f a a 
| 
| = a | | Yu 
id ; - | _.” UM YE 
Le —. ; 
c mit ee a 
soy Go e 
—<— i 
7. a aol a ae i ls Ext - -_ 4 Fees Cl ay Fae 6g Oa ee eke ee "aa _” a: 


ee Tans toy 


es) 
= pli ig, 


. ADVERTISER'S WEEKLY 


Wider entry for [SBA director has ‘a 


US packaging 
design contest 


For the first time the package 
design competition sponsored in 
the United dtates by tne Package 
Designers’ Council will be open 
to foreign firms. 

Entries will be judged separ- 
ately from the competition for 
American pow designers, 
and will be limited to a package 
or family of packages designed 
by a resident of a _ foreign 
country for a product or pro- 
ducts produced and marketed 
primarily outside the United 
States. 

Entries must be received by 
December 20 by the Packa 
Designers Council at 655, Madi- 
son Avenue, New York. 


Weekly’s new name 


Title of the Ilford Guardian is 
being changed to Ilford Pictorial 
from next week, and the tabloid 
size weekly will be redesigned. 
A new corner title piece will be 
introduced and more pictures will 
be used. Advertisement rates 
will be unchanged at 5s. an inch. 

A heavy publicity drive is 
planned to launch the Ilford 
Pictorial including posters and 
door-to-door distribution of 
leaflets. A cartoon captioning 
contest is being run, and the first 

rize will be £500, which must 

spem in Ilford shops. 
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fine 25 


years’ work to look back on’ 


PRESIDENT PAYS TRIBUTE TO 
ALAN WHITWORTH 


of British Advertisers and its 


The Incorporated Society 
staff, headed by director Alan Whitworth, has never been 
more important to advertisers, said ISBA president P. G. E. 
Warburton last Thursday at a party given in honour of Mr. 
Whitworth, and in recognition of his 25 years’ service to the 


Mr. Warburton recalled that in the same month, October, 
1929, that Alan Whitworth joined the ISBA staff, the Society 
received a mandate from a national conference to form the 


Audit Bureau of Circulations. 


After much hard work this 
was inaugurated two years later 
—“and a great thing it has 
proved to be in the past 23 
ears,” said Mr. Warburton. “It 
as taken a lot of guesswork and 
“‘hanky-panky’ out of advertis- 
ing.” 


Mr. Warburton outlined the 
Society’s early history up to 1929 
from its formation as the Adver- 
tisers’ Protection Society in 1900. 

He then went on to deal with 
events from that year until the 
present day, events, he said, that 
would give Mr. Whitworth “a 
fine 25 years’ work to look back 
on.” 


Mr. Whitworth joined ISBA as 


assistant general secretary. In 


November, 1934, he became 
eneral secretary, and in Decem- 

r, 1946, his title was changed to 
director. 

Among the events and the 
Society's activities mentioned by 
Mr. Warburton was its successful 
1947 appeals to Hugh Dalton, 
then Chancellor of the Ex- 
chequer, against his plan to allow 
only half of advertising expendi- 
tures as business expenses for 
income tax purposes. 

“During the Second World 
War” said Mr. Warburton, “the 
Society tried to mitigate the diffi- 
culties of advertisers. All through 
the war, under successive chair- 
men and with Alan Whitworth at 
the controls, the Society did what 


The agency representatives at dinner at Kettners. 


TV MEN MEET TO DISCUSS PLAN FOR ‘CIRCLE’ 


Some 40 representatives of 
advertising agencies attended a 
formal meeting and dinner at 
Kettners on Monday evening to 
discuss the formation of what 
may become the Commercial 
Television Circle. 


It has been suggested that the 
Circle meet regularly to exchange 
ideas, and to listen to explana- 
tions of technical subjects by 
experts who would be invited to 
address them. 

At Monday's meeting. Dan 
Ingham, of Young & Rubicam 
Ltd., was invited to take the chair, 
and he introduced Henry Hull, of 
Lambe & Robinson Ltd., who had 
suggested the idea of the meeting. 


After some discussion, Leonard 
Garland, of S. T. Garland Ltd., 


said that there was overwhelming 
support for the formation of such 
an association of agency TV 
executives, and his suggestion 
that they should meet again in 
two weeks’ time was agreed upon, 

In addition to the experts men- 
tioned above, those who attended 
the meeting were: 

K. G. MacQueen (Lambe & 
Robinson), Mr. Barnes (Knox & 
Hardy), Barry Baron (McCann 
Erickson), J. S$. Beard (London 
Press Exchange), Archie Bevan and 
Mr. Pearce (Dorlands), Alan Blom- 
field (Crawford's), M. Constaninidi 
(Armstrong-Warden), Gordon Crier 
(J. Walter Thompson), D. Farish 


(Greenlys). 
offre Rigby (Garlands), Mrs. 
M. Goddard (T. 8B. Browne), 


Charles Graves (Willings Press 
Service), A. J. Hayward Costa 
(Gordon & Gotch), Peter Hood 


(Clifford Bloxham), Mr. Hopkins 
(Lintas), L. J. Howell anc P. 
Spencer-Sriith (Charles Barker & 
Sons), P. Jackson-Feilden (Masius 
& Feryusson), S. Mayhew and Mr. 
Adnam (Spottisw , Dixon & 
Hunting). 

P. E. Mellor (C. D. Notey). 
W. A. Messenger (Saward, Baker), 
lan Messiter (Mather & Crowther), 
Gordon Moir (Richard Pous & 
Partners), M. Milliken and Mr. 
Richardson (C. R. Casson), Mr. 
Picolomini (Lovell & Rupert Curtis), 

Searle Austin (W. H. Gollings). 

J. Sharman - Walker (Osborne- 
Peacock), S. J. C. Stephens (Nelsons 
Advertising Service), Miss G. G 
Thomas and Neville Cowan (Samson 
Clark). P. H. Treen (Pritchard, Wood 
& Partners), Doug Wilson (Young 
& Rubicam), arence i 
(Saward, Baker), K. 
(Everetts), Mr. Sayles and N. B. 


President P. G. E. Warburton (left), 
on behalf of the ISBA members, 
resents a television set to Alan 
hitworth, in recognition of his 
services during the past 25 years. 
Mrs. Whitworth, whose birthday 


coincided with the _ celebration, 
looks on. 


was possible to safeguard adver- 
tisers’ interests. 

“But with all this work going 
on,” he said, “Alan Whitworth 
has found time for journeys to 
Sweden, Italy, Portugal, France, 
North America, and elsewhere, 
both as ISBA director, and 
in connection with the Inter- 
national Chamber of Commerce, 
in whose work on advertising we 
have taken an active part. 

“His personal contribution to 
the progress of advertising, as 
well as the work of the Society, 
received recognition in the award 
of the OBE to Alan Whitworth 
in June, 1953.” 

Mr. Warburton then presented, 
on behalf of the ISBA members, 
a cheque and a television set to 
Mrs. Whitworth and Alan Whit- 
worth. Earlier in the afternoon he 
had been presented with a suitcase 
by the members of the staff. 

In his reply, Mr. Whitworth 
said that he had spent an ex- 
tremely happy quarter of a cen- 
tury in the service of the Society. 

“But I would be deceiving you 
slightly,” he said, “if I were to 
leave it at that, for there have 
been times of great anxiety and 
disillusionment. You will have 
gathered, however, from the 
things that Mr. Warburton has 
told you that there have been 
thrills in abundance and accom- 
plishments of no mean order.” 

He went on to thank the ISBA 
officers for the help he had re- 
ceived, his staff for the “enthusi- 
astic and loyal support” they had 
given him, and his wife “for her 
support and solicitude in anxious 
and venturesome days.” 
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Harold Holt, told the Austra- 
lian Association of Advertis- 
ing Agencies’ ninth annual 
convention that the govern- 
ment needed the advertising 
industry in a “partnership” 
with government, labour, and 
management to ensure the 
balanced development of 
Australia. 


to consider a programme, 


He called on the Four A’s 


‘Advertising and prosperity are linked’ 


The Australian Minister for 
Labour and National Service, 


“either in conjunction 

the government or by your- 
selves, to build a truer faith 
and greater of 
what we Australians have to- 
gether — what heritage we 
have, what great resources we 
have, and what lies ahead. 
Your industry can fulfil that 
role better than avy other in- 


“Advertising serves a 
real and national purpose. 
is a reflection of a competent 
society producing a great 
variety of goods,” he said. “It 


educates people and provides 
them with favourable stimuli 
and incentives. You will find 
a true association between ad- 
vertising and the development 
of a prosperous community.” 

The retiring ent of 
the Four A’s, R. D. Chandler, 
in his annual report estimated 
that Australia’s total advertis- 
ing spending was now about 
£35 million a year. Turnover 
of Four A's members in the 
past 12 months was about 
£750,000 more than in the pre- 
vious year. 


Poster controls 
strengthened 


London County Council are to 
introduce stricter control over 
entertainment posters. The public 
control committee, which already 
has the power to ban “unsuit- 
able” publicity matter at 
theatres and cinemas, is 
strengthening its powers to in- 
clude displays of entertainment 
posters on hoardings, shop win- 
dows and handbills. 

This will be done by substitut- 
ing “ anywhere or by any means” 
for the words “either inside or 
outside the premises” in its rules 
of management for places of 
public entertainment, which 
at present state: 

“No poster, advertisement, 
photograph, sketch, synopsis or 
programme shall be displayed, 
sold or supplied, by or on behalf 
of the licensee, either inside or 
outside the premises, which is 
likely to be injurious to morality 
or to encourage or incite to 
crime, or to lead to disorder, or 
to be offensive to public feeling, 
or which contains any offensive 
representation of a living per- 
son.” 

The new rules will apply from 
January 1. 


‘Express’ publicise 


boat show 


The first National Boat Show, 
sponsored by the Daily Express 
and organised by the Ship and 
Boat Builders’ Federation, will 
be held at Empire Hall, Olympia, 
December 30, 1954 to January 
8, 1955. 

It is being widely publicised in 
the trade and technical! press, ad- 
vertisements being placed direct, 
and already almost all the stand 
space is booked up. Promotion 
and overall organisation is being 
carried out by the Daily Express 
publicity partment under 
Albert A. Assher. 


Town rejects posters 

Berwick Town Council has re- 
jected two British Railways draft 
posters submitted for advertising 
the town. Both, they said, lacked 
realism. 


NEWSPRINT ; ‘FREEDOM IN 1955’ DISCUSSIONS 


Agencies revise schedules 
for smaller papers 


Smaller newspapers this week played havoc with agencies’ advertise- 
ment schedules. Several newspapers cut out all large spaces and, 
blockmakers 


owing to the short notice, 
revised stereos. 

No half-pages were accepted 
by The Times, who gave priority 
to topical advertisements, such as 
company meetings and financial 
advertisements, Between 60 to 
70 per cent of orders had to be 
left out. 

The Daily Mirror were able to 
accommodate most bookings by 


Back to normal 


In view of the end of the dock 
dispute, the Newsprint Supply 
Company has announced that the 
reduction in paging of news- 
papers will be withdrawn from 
Saturday. Morning, evening and 
Sanday newspapers can resume 
normal paging from that day. 


restricting the size of spaces to 
half double-columns. 

Leslie W. Needham, director of 
advertising for the Express 
Group, stated that the back-log 
of advertisements was now even 
greater and there was little possi- 
bility of them making up the loss. 

The Daily Express have not 
dropped their half-page space. 
Mr. Needham siid:—*“There is 
so much merchandising going on 
in connection with the half-page 
that it would be embarrassing to 
dispense with it. Many adver- 
tisers feature the space in their 
trade press advertising.” 

Only quarter double-column 
spaces were allowed by the Daily 
Telegraph. A spokesman stated: 
“This makes the situation worse 
than ever. We are simply snowed 
under.” 

Associated Newspapers (Daily 
Mail and Evening News) said 
that it had been necessary to 
leave out some bookings and 
many advertisers had been asked 
to take smaller spaces. 


have worked overtime preparing 


reported a busy time revising lay- 
outs—mostly reducing eleven-inch 
triples to eight-inch doubles and 
in some cases even five-inch 
doubles. 

The President of the Board of 
Trade, Peter Thorneycroft. MP, 
met representatives of the News- 
print Supply Company and the 
Association of Makers of News- 
print last Friday to discuss 
whether more freedom in the use 
4 perorocias could be allowed in 


Several alternatives were con- 
sidered, and it was agreed to 
study the matter further and to 
resume discussions “at an early 
date.” 

Replying to a question on 
newsprint in the House of Com- 
mons the previous day, Mr. 
Thorneycroft said that if freedom 
to import newsprint were fully 
restored, with the consequential 
freedom in other matters which 
would follow, the burden on our 
overseas exchange would be 
about £40 million worth of 
sterling, not all in dollars. 


ADVERTISER'S WEEKLY 


More colour in 
BIF catalogue 


Features of next year's British 
Industries’ Fair catalogue will 
be two expansions, that of full- 
colour advertising, and of the 
non-exhibitors’ section. 

The latter, state the recently 
appointed advertisement repre- 
sentatives for the catalogue, 
Cowlishaw and Lawrence (Ad- 
vertising) Ltd., will help to make 
the caialogue a comprehensive 
uide to home and overseas 
uyers to the firms and services 
available in this country. 

Rates for the catalogue have 
now been arranged, and a rate 
card will be available for adver- 
tisers in the near future. A full 
page in black and white will cost 
£45, in full colour £75, with 
special rates for facing mater 
and other positions. 


ABC members 


New members of the Audit 
Bureau of Circulations include 
Easthourne Gazette, Easthourne 
Herald Chronicle, Evening 
Herald (Dublin). Farmers’ 
Weekly, Irish Independent 
Nationalist & Munster Adver- 
tiser, Sunday Independent 
(Dublin) and Worthing Herald 
and Shoreham Herald. 

Raynor, Webber & Stiles Ltd.. 
advertising agents, have also 
become members. 


This window display by Selfridges 
Lid., of Oxford Street, won first 
prize of 100 guineas and a challenge 
cup in the Hoover Window Display 
Contest, held to coincide with the 
National Hoover Week. 


Hong Kong shirts ‘were not nylon’ 


When four summonses under 


the Merchandise Marks Acts, 
1887-1953, brought by the Retail 
Trading Standards Association 
against Pollshon Trading Co. 
were heard at Marlborough 
Street, the company. of Wardour 
Street, were fined £25 and ordered 
to pay £100 costs for applying a 
false trade description—that of 
“nylon”—to shirts. 

A similar summons, and two 
summonses alleging the sale of 
goods to which a false trade de- 
scription had been applied, were 
not separately dealt with. The 
firm pleaded guilty to all the 
summonses. . 

Michael Eastham. prosecuting, 
said that misleading trade descrip- 


tions in the case of goods from 
the Par East and other countries 
were very prevaicnt at the 
moment. 

The defendants pleaded that 
they had been provided with 
documents describing the shirts 
as nylon, and had been deceived 
by it. Wholesalers responsible 
for the distribution were Bell & 
Nicholson Ltd., of Cardiff. who 
in turn had received an offer from 
a firm in Hong Kong of men's 
nylon shirts. 

A certificate of origin was for- 
warded from Hong Kong. saying 
that the shirts had been loaded as 
nylon. The firm thought that 
they were getting “a very good 
bargain.” 
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Plan for Ministry to control consumer goods 


WOULD ‘INVESTIGATE COMPLAINTS AND 
PROVIDE REGULAR PUBLICITY’ 


A plan to set up a new Ministry which would be responsible 
for investigating complaints about the making and selling of 
consumer goods, and provide regular information and publi- 
city services to assist the housewife, is being considered by 
the Labour Party and the Co-operative movement. 


TV success ‘rests: 
with advertisers’ 


Thirty-nine year old Ernest 
Borneman, film and television 
roducer, scriptwriter and novelist, 
as been appointed director of 
the Alfred Pemberton Ltd. film 
and television division. 

Mr. Borne- 
man was pro- 
ducer to the 
National 
Film Board 
of Canada 
from 1941-5, 
working with 
John Grier- 
son. From 
1947-9 he 
headed the 
Unesco film 
division. 

His recent 

British fea- 

ture films have included “ Bang 
You're Dead,” “ Face the Music ” 
and “ Betty Slow Drag.” Com- 
menting on the prospects for 
commercial TV in this country 
Mr. Borneman stated this week : 
“In a country like Britain, where 
the whole concept of TV adver- 
tising is a new one, the success or 
failure of the entire new service 
will rest with the advertiser. 

* For if TV advertisements turn 
out to be dull or in bad taste, they 
will provide grist for the mill of 
those who oppose any kind of 
competitive television.’ 


The plan is set forth in a 
memorandum drafted by a sub- 
committee of the Co-operative 
Party Parliamentary Group 
under the chairmanship of 
George Darling, MP. The new 
department would be called the 
Ministry of Consumers’ Welfare, 
and the Minister would be in the 
Cabinet. 

The memorandum states: 

“Much has been done in legis- 
lation and in regulations, to pro- 
tect consumers from the worst 
and most obvious forms of ex- 
ploitation. The administrative 
duties fall upon many Govern- 
ment departments. We believe 
the time has come to bring these 
various powers and duties to- 
gether in one Ministry. In doing 
so the defects and weaknesses in 
the existing laws and regulations 
would be removed, and the scope 
of consumer protection greatly 
extended.” 

The new Ministry would take 
over duties at present the respon- 
sibility of other Government de- 
partments. From the Board of 
Trade it is suggested it would 
assume responsibility for the 
Merchandise Marks Act, the 
Monopolies and Restrictive Prac- 


Welding advertising to sales drives 
‘should be a one-man task’ 


Poor salesmen tended to rely 
too heavily on advertising, while 
brilliant salesmen tended to un- 
der-value advertising and to 
delay using it until all forms of 

rsonal selling had been ex- 
Pausted. Neither tendency made 
for an integrated sales effort. 

This was one of the points 
made by D. R. Griffiths, director 
and secretary of the Incorporated 
Sales Managers’ Association, 
when he spoke to the Lancashire 
branch of the Incorporated 
Society of British Advertisers 
recently. 

He said that it was essential to 
integrate an advertising — 
with the overall sales effort. The 
two should be welded together 
by one man, 

The several men concerned 
with shaping the sales effort 
worked on diligently and 
earnestly, all aiming at different 
targets and all certain that their 
target was the right one. 

Mr. Griffiths referred to a 
statement that he had heard at a 
recent sales conference — “the 
salesman is the distributer and 
the advertising is the selling 
force.” He scribed this as 


“soothing syrup to the salesman 
who is looking for excuses, but a 
positive insult to the well-trained 
salesman who takes his job 
seriously.” 

He declared: “To generate a 
big, integrated sales effort. re- 
quires a lot of skills and a parti- 
cularly rare skill at the top. 
How, for example, is the manag- 
ing director to know when he has 
struck the right balance between 
expenditure on advertising and 
expenditure on the personal sales 
force ? 

“You will hear advertising 
knocked as a wickedly wasteful 
form of selling because some in- 
efficient sales executive, unable 
to build up an effective force of 
salesmen, has spent too much on 
advertising, thrown too much of 
the burden on it, and expected it 
to do something it should not be 
asked to do.” 

He added: “Though a precise 
definition of sales efficiency in 
general might not be forthcom- 
ing for many years a definition 
based on the requirements and 
scope of a particular company is 
not an impossibly difficult objec- 
tive to achieve.” 


tices Commission, British Stan- 
dards Institution and the Council 
of Industrial Design. 

Transferred from the Ministry 
of Food would be the food 
hygiene division, the food stan- 
dards and labelling division, in- 
formation branch, and _ the 
national food survey committee. 

The new Ministry would also 
be responsible for the census of 
distribution, social surveys, and 
the cost of living index. 

The memorandum states that 
the Ministry would need local 
offices where consumers’ com- 
plaints of every kind could be 
brought to be dealt with. 


Rigorous RT-SA 


The memorandum names the 
Retail Trading-Standards Asso- 
ciation (“vigorous in the protec- 
tion of consumer standards’’) and 
the Royal Institute of Public 
Health and Hygiene as organisa- 
tions which would be able to 
assist the Ministry. 

The memorandum continues: 

“One step—perhaps the most 
important step to this end is to 
grade and label all the foodstuffs 
and merchandise which can be 
graded, to publicise the grading 
marks and to prosecute any trader 
who puts false marks on his goods. 

“It is clearly necessary for con- 
sumers to know all about the 
Ministry's . services, and particu- 
larly to know the national marks 
and grades of the things they 
buy. This calls for a widespread 
information service. It will be re- 
called that the Ministry of Food 
built up such a service during the 
war. Its advertisements in news- 
papers, its leaflets and booklets 
became a great social service. 

Legal penalties 

“Such a service is still needed 
to tell the public at any time the 
foods that are in season; their 
grades and, if this can be done, 
their maximum prices. In every 
shop there should be simple, 
popular guides to the merchan- 
dise it sells, either put out by the 
Ministry or by the trade with the 
Ministry's approval. 

“Complaints, too, should be 
publicised and the tricks of un- 
scrupulous manufacturers and 
traders exposed. It would be a 
leading duty of the Ministry to 
prosecute in all cases of alleged 
fraud. Legal penalties should in- 
clude the costs of testing. 

No reference is made to adver- 
tising in the memorandum 
although a Co-operative spokes- 
man said that it would possibly 
be included in the final document. 
He emphasised that the plan is 
still in the sub-committee stage. 


‘Do-It- Yourself ' 
development 


New development in the “Do- 
It-Yourself” drive is the launch- 
ing in this country of Easi-Bild 
woodworking patterns—full-size 
paper patterns that can be used 
to construct things with wood in 
much the same way as a woman 
makes up a dress pattern in cloth. 

Several national advertisers are 
expected to tie-up their products 
with the patterns. Black and 


Decker Ltd. have already done 
so 


Odhams Press have secured the 
exclusive magazine rights and at 
least one of their publications is 
expected to carry the patterns in 
the future. 

Easi-Bild Patterns are being 
handled in this country by W. H. 
Allen and Co., Ltd., the publish- 
ing house. 

In America over three million 
of these patterns are sold 
annually and it is estimated that 
£8 million worth of home equip- 
ment is constructed from them 
every year. 


New-market for 
fashions 


A fashion show on the lines 
of a race meeting is to be held 
at the Royal Festival Hall from 
November 22 to 26. Entitled 
“Festival of Fashion,” the setting 
is being designed to resemble a 
racecourse. 

On each day there will be a 
series of six parades, and standing 
at the “rails” buyers will pick 
their selection which will be 
identified by numbers and refer- 
ence to a “race card” or pro- 
gramme. There will be no com- 
mentary during the parades. 

A few steps away from the 
“paddock rails” will be stands by 
exhibiting manufacturers. It is 
hoped to get a well-known jockey 
to open the show, which is being 
organised by Hal W. Hurst, a 
promoter of fashion shows. Pub- 
png is being handled by Pat 

ris. 


TAKING NOTE 


Last Christmas a great many 
shoppers went into Kennards 
Ltd., the Croydon departmental 
store, with their shopping lists 
scribbled on the backs of cigar- 
ette packets, old envelopes and 
other scraps of paper. 

Now the firm has produced 
special Christmas shopping lists 
for the use of customers. On one 
side is room for personal notes, 
while on the reverse is printed 
the location of the main gift de- 
partments, Christmas attractions 
and information on extra shop- 
ping hours during the Christmas 
buying period. 

Several thousand have already 
been taken by customers. 
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This new Hotpoint Electric Ap- 

pliance Co., Ltd., display sales aid, 

for their immersion heater, is now 
being distributed to dealers. 


‘Ads necessary 


in free society’ 


An advertising group head of 
Thomas Hedley & Co., Ltd., has 
told sales managers that advertis- 
ing provides a fundamental ser- 
vice in a free society where 
manufacturers can advertise as 
much or as little as they like, but 
the consumer is the final arbiter. 

He is David Rettie, who is in 
charge of Tide advertising. In a 
talk, “It pays to advertise,” to the 
Nottingham branch of the Incor- 
porated Sales Managers’ Associa- 
tion, he said: “Advertising, we 
have found in the last six years, 
is a vital part of market opera- 
tion. Without this, selling would 
have fallen down just the same as 
if we had no operation.” 

Mr. Rettie discounted the wide- 
spread view that all money for 
advertising comes from the con- 
sumers’ pocket, and that the cost 
of advertising must be added to 
the cost of the goods. Introduc- 
tory advertising was not paid for 
by the consumer ; it was paid for 
by the manufacturer as part of 
his guarantee of the product. The 
market was never static; the num- 
ber of people buying the products 
was always changing, and the 
level of advertising must ensure 
that the brand was always before 
the public eye so that new con- 
sumers replaced the ones lost. 


IAMA film show 


First meeting of the season of 
the Manchester branch of the 
Incorporated Advertising Man- 
agers’ Association, was held at 
Queen’s Hall, Manchester, when 
some films, including the “Inside 
Story” of screen advertising, were 
presented by Theatre Publicity 
Lid., and the National Film 
Agency. A panel consisting of 
A. Younghusband, G. H. Kelsall, 
H. M. Malin (Theatre Publicity 
Lid.), and D. Carter (National 
Film Agency), answered members’ 
questions. 


Drambuie agents 


Agents handling the Drambuie 
Liqueur Co., Ltd., account are 
J. G. McCallum & Co., of Edin- 
burgh. A case-history of Drambuie 
liqueur advertising appeared in 
Apvertiser’s Wreexty on October 
21. 
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FOOD AND DRUGS BILL DEBATE 


‘Responsibility of agents’ 
amendment defeated 


A sub-section in the Food and 
Drugs Bill which safeguards pub- 
lishers and advertising agents was 
retained in the face of a Labour 
amendment in the House of 
Commons iast week. 

The relevant clause proposes 
to make it an offence to advertise 
certain types of adulterated food, 
but a sub-section allows it as a 
defence for the person charged to 
prove that “being a person whose 
business it is to publish or 
arrange for the publication of 
advertisements, he received the 
advertisement for publication in 
the ordinary course of business.” 

Moving an amendment that 
this sub-section be omitted, Sir 
Leslie Plummer (Labour) said 
“This defence would encourage 
an undesirable minority of agents 
to continue in business, whereas 
it should be made as difficult for 
them to do so as possible.” 


Opposing the amendment, F. P. 
Bishop (Conservative) said thet 
there must be a limit to the 
obligation to be imposed upon a 
person who handles either goods 
or statements in the normal 
course of business. It was 
plainly impossible for a news- 
paper carrying many hundreds of 
classified advertisements every 
day to investigate detailed tech- 
nical facts about the goods 
advertised. 


The amendment was defeated 
by 255 votes to 222. 


Achievements which 


| 

| 

| are ignored 

The national habit of | 
under-estimating our achieve- 
| ments and even of ignoring 
| them, was deplored by D. K. 
Winslow, editor of the 
| “British Stationer” and author 
, of the recently - published 
| book, “Editorial Publicity,” at 
| @ luncheon meeting of the 
| Institute of Public Relations 
in London. 

“British industry today is, 
in my mind, bedevilled by a 
failure to appreciate the im- 
portance of good public rela- 
tions!” Mr. Winslow de- 
clared. 


The function of the trade 
paper editor was to help his 
readers “to learn and earn,” 
he said. 


Marks Act actions 


Forty-one complaints have so 
far been received this year con- 
cerning infringements of the 
Merchandise Marks Act. Legal 
proceedings have been instituted 
in 12 cases, eight were successful, 
two unsuccessful and two are still 
pending. 

This information was given in 
the Commons. 


Questioned in the House of 
Commons on the heavy in- 
creases of advertising expendi- 
ture by the Gas Council and 
na Electricity a 

W. Joynson-Hicks, parlia 
aa secretary to the 
Minister of Fuel and Power, 
said, im a written reply, 
that some increases were 
to be expected following 


No controls—more advertising 


the removal last year of 
restrictions on advertising, 
imposed owing to the post- 
war shortage of fuel. 

He said that the Minister 
had continued to keep in close 
consultation with both indus- 
tries and he was satisfied that 
they should themselves con- 
tinue to have full responsi- 
bility in this matter. 


Try-it-yourself exhibition stand 


Bankwin Displays, a 
branch of §. P. 
O'Connor & Co., 
Lid., designed and 
construct this 
stand at the Motor 
Show or their 
clients aycock 
Engineering Ltd., of 
Sheffield. he featured 
the new de Norman- 
ville Overdrive, and 
visitors to the stand 
were able to try out 
the system on a 
special demonstra- 
tion panel. A leaflet 
describing the techni- 
calities and benefits 
. Overdrive 
been prod 


ADVERTISER'S WEEKLY 


More papers 
to carry 
colour ads 


More newspapers are going in 
for colour advertisements. The 
Daily Record, Kemsley's Scottish 
national daily, carried two full 
pages in Friday's 16-page issue in 
colour; and the Muswell Hill 
Record is to introduce colour for 
both display and classified adver- 
tisements next Thursday. 

In the Daily Record one adver- 
tisement was a page for women 
“presenting coming fashions in 
colour,” and the other was a full- 
page for Crown Wallpaper, mak- 
ing full use of the colour process 
to show four wallpaper patterns. 

Announcing the colour pages, 
onthe previous day the 
Record stated: “This newspaper 
pioneered four-colour printing at 
high speed in newspapers in 1934, 
That was 20 years ago, War- 
time restrictions impeded opera- 
tions, but the Record has always 
led the field in colour. ‘ 
Last year a four-colour page of 
the Queen | heralded the Corona- 
tion issue, 


High speed run 

Kemsley Newspapers Ltd, have 
said that in the Crown full-page, 
which was placed by the agents, 
Osborne-Peacock Ltd., both tone 
and line were used. In addition 
to the three primary colours, 
other colours and tints were pro- 
duced by combination, 


“Cleanliness of colour and 
good register were obviously 
essential to a satisfactory result,” 
they state, and they pay tribute 
to the block-makers, the Star 
Process Engraving Co., of Man- 
chester. 337,000 copies of the 
Daily Record carrying the colour 
pages were run off at high speed, 
using the usual standard news- 
print. 

A. J, Chapple, advertisement 
manager of the Muswell Hill 
Record, is offering an extra 
colour—blue—for advertisements, 
with no limitation on the size, and 
printed on any page. The rate 
for colour advertising will be 
50 per cent above normal rates. 
A full page with colour will cost 
£50 and a half page £30. 

Classified advertisements can be 
printed in blue, bold face type, 
with a white space around each. 
The cost is Is. per word, mini- 
mum 20 words, 


Cursitor Street 


re-union lunch 


The Cursitor Street Christmas 
re-union lunch will take place on 
Tuesday, December 14, at the 
Holborn Restaurant. Members, 
who are limited to four guests, 
can obtain tickets from the acting 
secretary, Miss M. A. Valler, c/o 
George Jackson, Cliffords Inn, 
Fleet Street, E.CA. 


> eee ee: rca -. : ee eS re ee : = - 3) _. ae ~~ 
te : —— a —— 1 queeraem - * 
j a —— ——— : 
a Fe 
; ; . 7 
S = 
ee " 
, 4 . Ww rr ——_— " 
j aN ee, 
. nog f) pa 7 
. : ee / - a 
7 
oP ay 
Be | 
a 
ope nowel 7 
7 = 
es 4 
| - 
Satis | 
= 
. ‘a 
v ~--7...7.. «©3238 e<4 <4 penne e eee ee ee 2 
‘ol 
" he 
7 
| a ‘ 
a 
>. | 
- , “he, a 
7 . on anit a 
rt 7 | ' o t ' ——— “f 
it Cie ,| * i 
e iu P| ; 
ay e i 
at be : 
a = = : 
"ced 4 : 7 4 - 
ie fae 1 { 
2 % 2 . Aa ' i 
a , | . = - A | & 
. 4 
‘a 
r “a 
Se igs Vy hae —a = —_ 12 ores ee 2 HS Ba ee x ton i ci a 
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Two more for 
PWP board 


George Tringham and William 
Thomas Stevens, associate directors, 
have been appointed directors of 
F. C. Pritchard, Wood & Partners 
Ltd. Mr. Tringham has been with 
PWP since 1946. He first entered 
advertising in 1928 when he joined 
the Fanfare Press, the printing de 
pecenens of London Press Exchange 

id.. and subsequently went to 
Charles W. Hobson Lid. He later 

ve up advertising to go into 
arming. but returned via the adver- 
fons Tepactenent of Yardley’s. He 


Mr. Stevens also began in adver- 
tising with the London Press Ex- 
change. joining the firm in 1932. He 
was first associated with PWP in 
1940. He was president of the 
Advertising Creative Circle from 

3 to ‘54 and a member of the 
national conference committee of 
the IPA. 

. - * 
executives have 


Two joined 
Stinton, 


Napper, Woolley, Ltd., 
from the Unilever organisation. 
Peter Clark has been appointed 
marketing and merchandise execu- 
tive in the agency. and C. H. 
Nicholls has joined the NSW space 
department, where he will col- 
laborate with G. P. Hoey, the 
agency's space buyer, in an exten- 
sion of the department's activities 
in the media research and planning 
side, Mr. Clark joined Pe ent 
Ltd. in 1948, and worked there as 
& product manager on several 
accounts, Mr. Nicholls spent seven 
years with Lintas, first in market 
research and later in the 
department. 

* . ” 

Frank Carr, sales manager of the 
accessories division at Fort Dun 
since 1926. has been presented wit 
+ s pie wristlet watch by G. E. 

Beharrell, Dunlop's managing direc- 
tor. on completing 40 years’ service 
with the company. Mr. Carr is also 


a director of Dunlop Special Pro- 
- Lid. and of ible Saddles 


7 = a 
Dunlop's advertising manager for 

four years, H., 
latterly district manager | 
mouth, has just retired shes % 
years’ uninterrupted service with 
the company, He was branch 
manager at Liverpool when, in 
September, 1919, he became c 
writer and chief assistant to H. 

manager of Dunlop's adver- 
tising department. Mr. Parsons 
succeeded Mr. Bolton as advertising 
manager in 1921, and og i 
Plymouth appointment in 1925. 


G. L. Tillotson has succeeded his 
uncle, F. L. Tillotson, as chairman 
of Tillotson and Son Lid., with 
which Tillotsons Newspapers Ltd. is 
associated. F. L. Tillotson, who has 
resigned, has been a director for 
more than 50 years and succeeded 
his brother, the late J. L. Tillotson, 
as chairman of the parent company 
in tee” He remains a director. 

* 


Anne Price has joined Dixon & 
Partners Lid., PR subsidiary of 
Arthur 8. Dixon Ltd., having given 
up her position as fashion editor of 
Vogue Export Book. 


New copy director 


Mrs. Margaret K. Havinden has 
we By = = by the board of 
awford Lid. to act as 
ph in charge of ~_ * for A 
agency. Mrs. Havinden 
actively engaeed in advertden ad 
1918 and has been a director of 
W. S. Crawford Ltd. since 1929. 
She has always worked in close 
association with her husband, 
Ashiey Havinden, director and art 
decor of Crawfords, on the 
creative ae of aevectane, 


Changes in a etiertitinces 
managers of the papers in the Red- 
mans (Kent) Lid. I house 
are announced. im 6F. Bolton 
becomes advertisement manager of 
Tunbridge Wells Day by 1 and 
Kent Farmers’ Day by a His 
old position is 4 by 
Kenneth F. Eaton, w appointed 
on ttl ge mow Hn 
stone Day by Day and Ashford Day 
by Day. 


Married at Holy Trinity, Bromp- 
ton Road, were John O. Nettleton, 
assistant to the company secretary at 
Mather and Crowther Lid., and 
Heather 
advertising 
Hudnui Lid. 


Lushington, 
assistant 


cosmetic 
at Richard 


G. Tringham. 


Chris Hayes becomes a 


sales director 


Greenwood Developments Lid. 
have announced that James M. 
Greenwood, who remains chairman, 
has been succeeded as managing 
director by Bernard Hodgson. 
Mr. Hodgson joins the company 
after many years in the fashion and 
textile trade press, and was man- 
aging director of International Tex- 
tiles from 1949 until resigning last 
month to take up this new appoint- 
ment. 

New sales director is Christopher 
Hayes, former assistant managing 
director, general manager and adver- 
tisement director of the National 
Magazine Company. 

Reason for the changes, states the 
company, is the expansion of both 
Greenwood Developments Lid. and 
Greenwood Advertising Lid., with 
which it is associated. 

* . . 

R. W. Kinghorn, London adver- 
tisement manager of the Yorkshire 
Post, is at present in Finchley 
Memoria! Hospital with an internal 
complaint. 

* * - 

Miss Mariel Caunt was married 
at Burton, Westmorland, on Satur- 
day, to Michael Bates, son of Sir 
Alfred and Lady Bates. Miss Caunt 
was formerly a journalist on the 
Morecambe Visitor, of whieh her 
father, James Caunt, is editor- 
grapetetas. 


2 * 
H. M. Robinson, marketing mana- 
Brewers ‘of Dou Feces & “Allsopp Lid., 
Diamond, has 
pn ag a director of 
Stretton 
also of Alton’s Brewery Co., Ltd., 
of Derby, two subsidiaries in the 
Ind Coope group. 
- a 7 
A. Carlisle, who has 
been editorial secretary on Printing 
World for the past five years, 
emigrates to Canada this morth. 
She hepes to take up a post in 
printing, | eer | or etvertislag, 


McCann - Erickson Lid. have 
appointed Peter Laufer as TV art 
irector responsible to Barry 
television executive in 

charge of the poncing, production 


and programmi: and radio 
commercials oy Fe London 


Derby) Brewery Lid. and. 


W. T. Stevens 


Officers of the Incorporated Sales 
Managers’ Association elected at the 
annual meeting to-day (Thursday) 
are: president, Lord Luke (Bovril 
Ltd.); chairman, Cyril 
Acie Wilson Ltd.); vice-chair- 
men, G. La Niece (Dictograph 
-< hones Lid.), E. C. Lee (Arthur 

erson & Sons, Ltd.). Wallace N. 
— (Vantona Textiles Ltd.); 
honorary treasurer, E. C. Lee. 

See Mainly P page 340, 

* * * 

Kenneth Vere, sales promotion 
and advertising manager of the 
Frigidaire Division of General 
Motors Lid., has left for a six-week 
tour of the United States. 


BIF publicity men 


Two new appointments have been 
made to the press and public 
relations side of British Industries 
Fair Ltd. C. F. Barry has been 
appointed to handle the preparation 
and distribution of BIF publicity 
material at home and overseas. 
will work in close co-operation with 
the BIF agents, W. S. Crawford 


Ltd. and the sporocnmens, informa- 
tri 


tion and distribution services. For 
nine years he handled BIF publicity 
when the Fair was run by the Board 
of Trade. 

L. A. Bo formerly with the 
Daily Sketch, s been appointed 
to the press relations side. In 
charge of BIF press and _ public 
relations is Dennis Inchbald, who 
was appointed to set up the depart- 
ment just over two months ago. 


Obituary 
Q. E. M. A. King 


Major 9. E. M. A. King, 
Investors’ Chronicle Midland area 
manager, died at his home in Bir- 
mingham on Saturday after a 
short illness. He was 59 years old. 
The funeral took place terday 
(Wednesday). Major King had been 
with a number papers as a city 
representative. He was also a a 4 
international se ry one 
played for the Arm 


R. H. Hall 


Robert H. Hall, who has died at 
the age of 76, was, until his retire- 
ment in Boge advertisement mana- 
“7 = Stirling Journal since 
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DAILY MIRROR 
DAILY MIRROR 
DAILY MIRROR 


the world’s greatest 
mass market medium 
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THE DAILY MIRROR 


kers read the 
drinkers read the 


of all people who are 
spirit 


32% of all men who are 
38% of all men who are 
beer drinkers read the 


1954 


cigarette smo 


37% 


HPA S 


These figures are 
extracted from the 
urvey, 
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Smiths’ English Clocks Ltd., who 

export to 97 different countries, are 

using this new illuminated sign in 
Stockholm. 


Christmas pack 


too successful 


So successful has Seager, Evans 
& Co.'s TV wine pack proved 
that all supplies have been cleared 
and there are none available for 
the Christmas trade. This pack 
was first issued to the trade last 
July and was described in the 
Packaging Survey for July 
(Apvertiser’s Weexty, July 22, 
page 188). 

The pack, resembling a TV set, 
holds eight baby decanters, each 
one containing a different wine. 
In a letter which the company has 
just sent out to all its trade 
customers it is stated that the 
pack has been an “outstanding 
success, and as over 80,000 have 
already been sold . . . we cannot 
accept further orders for delivery 
this year.” 
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Creative Circle plan ‘Art 
in Advertising’ exhibition 
£2,000 DONATION FROM ‘THE TIMES’ 


An “Art in Advertising” exhibition is to be staged by the 
Advertising Creative Circle at a West End gallery next year 
~~possibly in November. To meet the cost of the exhibition 
The Times has promised a gift of £2,000. 


This was announced by W. T. 
Stevens, immediate past president, 
at the annual meeting of the 
Circle last week. Further details 
will be announced shortly. 

Ashley Havinden was elected 
president and George Plante vice- 
president. A ballot was held for 
two places on the council, and 
Philip L. Stobo and John Comer- 
ford were elected. 


At a dinner following the meet- 
ing, G. R. Pope paid tribute to 
the late H. F. Crowther, who was 
his co-founder of the Circle. As 
a permanent reminder of the 
work done by Mr. Crowther for 
the creative side of advertising 
he presented the president with a 
silver-mounted gavel inscribed: 
“Presented to the Advertisin 
Creative Circle in memory o 
Herbert Furnival Crowther by his 
friend and co-founder.” 


The thanks of the council and 
members of the Circle were 
expressed by J. B. Nicholas. 


Glovers’ expansion 


Glovers Advertising Ltd. have 
acquired additional premises. 
Although some of their depart- 
ments will remain at Bouverie 
Street, from Saturday, November 
6, press advertising will be dealt 
with at 351 Oxford Street, W.1. 


AGENTS ARE ‘INTERESTED’ IN DISPLAY 


“The advertising agent is show- 
ing increasing interest in the 
whole problem of display,” said 
Arthur Symes, editor of Display, 
in a talk “Convention Retro- 
spect” at the first winter meeting 
of the British Display Associa- 
tion, 

Speaking of the display con- 
vention recently held in Man- 
chester, Mr. Symes said: “A pro- 
motion of this kind, with its 
immense impact on a very wide 
field, boosts display and there- 
fore the display man, but its ob- 
jectives and its influence are 
much more complex.” 

Among the lessons learned 
from the convention were that 
display had moved forward since 
1951, and that now was a period 
that offered a new recognition, on 
all sides, of the function of dis- 
play and display men. “The re- 
tail trade is generally good and 


display’s own industries are en- 
joying a period of real pros- 
perity,” he said. 

Another speaker was H. 
Wilson, general manager of 
Display, who quoted some facts 
abouts the recent display exhibi- 
tion, also held in Manchester. 

“The attendance of over 7,000 
represented all major consumers 
of display equipment and display 
publicity and, of course, display 
executives, advertising managers 
of national advertisers, and print 
buyers of leading advertising 
agents,” he said. 

“The excellent support we re- 
ceived from the trade houses has 
presented us with a problem— 
a pleasant problem in that we 
will have to find additional space 
at the next show, as it is appar- 
ent that more display houses wish 
to come in.” 


G. R. Pope, of “The Times,” pre- 

sents to Ashley Havinden, new presi- 

dent of the Advertising Creative 

Circle, a silver-mounted gavel in 

memory of the late H. F. Crowther, 

who was co-founder of the Circle 
with Mr. Pope. 


Our ad setting 
is ‘world’s best’ 


Advertisement typesetting for 
British newspapers is far ahead 
of that in America, claims 
Howard Riddell, managing 
director of C, & E. Layton, Ltd. 

Speaking at the annual dinner 
of the compositors’ chapel of 
Layton’s last Saturday, he said : 
“The Americans have quite as 
good type and other equipment 
as we have—in many ways 
better. But the finished adver- 
tisement has the appearance of a 
production-line job rather than a 
craft job. In my opinion, it is the 
craftsmanship in the British work 
that makes out type-set advertise- 
ments the best in the world.” 

Mr. Riddell forecast that soon 
the whole trade would be in the 
throes of negotiations for a new 
wages structure. 1955 would be 
the crucial year in this respect, 
he said. 


Catalogues on tour 


The “100 Good Catalogues” 
Exhibition began its tour of the 
country with a showing at the 
Ipswich School of Art from Mon- 

y until to-morrow (Friday). Its 
second engagement is in Man- 
chester at the Central Library 
from November 15 to 27. 
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‘All commercial 
TV spots will 
be on film’ 


Commercial television will have 
an audience of 10,000,000 viewers. 
states Donald Smith, who is in 
charge of National Screen Ser- 
vices’ technical and industrial film 
production. 

At a meeting of the Royal 
Photogri phic Society’s Kinemato- 
graph Group he estimated that a 
million and a half new sets would 
be produced during the next year, 
all capable of receiving commer- 
cial programmes, and a million 
existing sets would be converted. 

All commercial spots, he pre- 
dicted, would be on film ; it per- 
mitted split-second timing, and 
allowed the advertiser to see his 
advertisement before it went on 
the air. “The message,” he said, 
“must be put over by both picture 
and sound in case either is 
switched off.” 

Length of commercials would 
range from 15 to 60 seconds. 

Describing the work in his 
organisation, Mr. Smith indicated 
that the average film shown was 
carefully designed to cover up to 
20 selling points, and this experi- 
ence of audience reaction was 
being applied to TV films. A 
particular point to be borne in 
mind, he said, was the special re- 
quirements of provincial adver- 
tising. 

On the prospects of colour TV, 
he said that he had made a colour 
test film, and already prototype 
colour receivers were in existence. 


Combining ads with 


direct mail 


How he makes direct mail a 
lively force in promotional 
activities—the “wife” rather than 
the “handmaid” of display adver- 
tising—was described by S. D 
Keetch, sales director of Ency- 
clopaedia Britannica, at the first 
of this winter’s British Direct 
Mail Advertising Association 
series of tea-time talks, each of 
which will deal with “success 
stories.” 

Mr. Keetch stressed the useful- 
ness of inserts in a great variety 
of journals as a fruitful source of 
inquiries that could be followed 
up by direct mail shots. 

L. E. Cotterell, advertising 
manag*r of Longmans, Green & 
Co., told how. in publicising the 
new book Commando Extra- 
ordinary, individually-addressed 
shots had been sent to book- 
sellers, Government department 
— Army associations and the 
ike. 


A good product gets the right audience in Wee Blow ite b 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 
Al Bnquiries Head of Advertioomen: Depi.. B.B.C. Publications Broadcasting Hows, Portiend Place, Londow, W.1 
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aimed at? 


Young women, whoever, whatever, and wherever they may be. 
The young miss in jeans, the girl in her teens, women with hus- 


bands—women without, women of fashion, women of ambition 
They'll all read SHE. 
Big pages, deliberately laid out to look even bigger, crammed with 


with every item boldly priced and credited, every how-to-do-it 
feature clearly written and meticulously timed. 


cost? 


Only 1/- monthly—there isn’t another woman’s magazine to touch 
it at the price! 


pictures. Editorial matter will have a completely practical approach, 


be introduced? 


With powerful, widespread advertising, in the press and on posters, 
in London and the provinces. SHE will be the best-known maga- 
zine in Britain. 


How will 


sell? 


A top class advertising medium at £265 per page in black and 
white, £315 in full colour, SHE will sell everything that young 
women in all income groups need, long for, and are determined to 
have—for themselves, for their families, for their homes. 


will appear on Feb. 17th, 1955 (detes merch) 
with a guaranteed print order of 300,000 copies. 


PRESS DATES: Cover and Colour, 1oth of and pre- 
ceding month. Black and White, 22nd of and preced- 
ing month. Reproduction: Gravure. 


PF. H. Ayre, Advertisement Manager, 
21, Ebury Street, London, S.W.1, 


THE NATIONAL MAGAZINE COMPANY, LIMITED 
Publishers of: GOOD HOUSEKEEPING « HARPER'S BAZAAR 
VANITY FAIR « HOUSE BEAUTIFUL « THE CONNOISSEUR 
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Trade terms: ‘Drastic methods’ warn RT-SA Stores’ stocks 


In a bulletin to their members, 
the Retail Trading-Standards 
Association warned that they are 
being forced to take “drastic 
measures” to combat lack of 
serious thought by advertisers 
about trade terms. “The caution 
which was engendered by the 
Merchandise Marks Act, 1953, 
appears to have given place to a 
rather happy-go-lucky attitude,” 
they state. 

Aut retail traders and adver- 
tisement managers of newspapers 
are asked to help in fighting 
against a “falling-off of the 
high standard of advertising 


which prevailed when the Mer- 
chandise Marks Acts were receiv- 
ing so much publicity.” 

Within the next few months, 
the Association expect to issue 
summons under the Merchan- 
dise Marks Act against manufac- 
turers and traders in Bradford, 
Sheffield and Kettering. 

The Association also ask that 
all advertisements offering goods 
on hire-purchase terms shall con- 
tain “explicit details” of the cash 
price and the terms. 

“Only in this way will the 
retail trade overcome the deep 
suspicion which undoubtedly 


exists in many quarters concern- 
ing hire-purchase business,” 
states the Association. 

The RT-SA have published a 
warning about the term “Camel 
Coats.” It is described as a mis- 
leading term, and it is suggested 
to advertisers that “Camel- 
colour” or “Camel-shade” might 
be used if it was wished to indi- 
cate that any particular coats are 
made of an imitation of camel 
hair. 

Proceedings under the Mer- 
chandise Marks Act will be taken 
by the RT-SA “as a last resort” 
for the misuse of this term. 


“Perfume Week,” which was spon- 
sored by “Vogue Beauty Book” and 
16 leading perfume houses, was 
supported by 137 stores and 517 
chemists. Here is one of the special 
window displays--at Peter Jones, 
Sloane Square, London, 


Double design award 
for ‘The Times’ 


“Grimly solid pages of small 
ads and ugly title headings” were 
among the criticisms of the judges 
for the 1954 contest for the 
Annual Award for Newspaper 
Design. These faults spoiled the 
appearance of a number of papers 
that showed interest in good 
design, they stated in their report. 

The Times scored a double 
triumph in the contest. It was 
judged the best-designed news- 
paper of the year out of a total 
of 203 entries, and it also shares 
jointly with the Daily Worker the 
first place in Class I of the 


Display ‘circulation figures’ needed 


The need for “circulation 
figures” for display was stressed 
by Arthur J. Symes, editor of 
Display, in a discussion at a 
northern branch meeting of the 


Jazz club moves 


The lunch-time sessions of the 
Fleet Street Jazz Club will, from 
to-morrow (Friday), be held in 
the Hewitt-Murray room of the 
Royal Scottish Corporation build- 
ing in Fetter Lane. 

Later to-morrow, the Press 
Gang, the club's Dixieland-style 
band, will play at Society of 
Industrial Artists’ Ball. 


Films from Venice 


Prize-winning entries at the 
recent International Advertising 
Film Festival at Venice will be 
shown on Wednesday morning, 
November 17, at Warner Theatre, 
Leicester Square, London, from 
10,30 a.m. to 11.30 a.m. Organ- 
isers are Pearl & Dean Ltd. 


Display Producers’ and Screen 
Printers’ Association in Man- 
chester. 

“It will not be easy to get 
them,” he said, “but it is going to 
be very necessary to provide them 
in the future.” 

“The buyer is beginning to 
demand more statistics, and both 
clients and the agents, who is pos- 
sibly going to be the biggest cus- 
tomer, is used to dealing with 
facts and figures. They will want 
the same from us.” 

Statistics similar to those 
issued by the Audit Bureau of 
Circulations were the type re- 
quired, 

While agreeing that there was a 
need for market research and 
statistics, N. K. Bottomley said 
he wondered who was in the 
better position to provide such 
information, the producer or the 
agent, 

Mr. Symes said that he would 
like to see an approach made by 
producers to the IPA to go into 
this question fully. 


Award—-for Sunday and daily 
papers 

The Evening Despatch, Bir- 
mingham, was the best-designed 
evening paper, and the Shoreham 
Herald the best among the class 
for weeklies, bi-weeklies and 
tri-weeklies. 

The Times will receive the 
plaque, and a certificate, to be 
presented by V. E. Walker, chair- 
man of Linotype & Machinery 
Ltd., donors of the awards, at a 
luncheon at the Savoy, on 
November 19. The other three 
papers will each receive a framed 
certificate. 

Organised by the Printing 
World, the competition will, it is 
hoped, eventually attain the 
Status and prestige of the Ayer 
Award in the USA. 

This year’s judges were Brooke 
Crutchley, university printer at 
Cambridge; J. M. Richards, a 
member of the editorial boards 
of The Architectural Review and 
The Architect's Journal, and 
W. Turner Berry, librarian of the 
St. Bride Institute. 


The Annual Award 
for Newspaper 
Design plaque to be 
presented to “The 
Times,” designed by 
Donald Urquhart, 
chief designer of the 
Linotype and 
Machinery studio, 
The bronze plaque, 
measuring 23 in. by 
16 in., mounted 


must allow for 
advertising 


A warning that advertising can 
create ill-will among retailers 
unless efficiently controlled, is 
given by Stanley Mason, editor 
of Fashions and Fabrics, in his 
leading article this month. 

He complains that the trade is 
wasting a lot of money on adver- 
tising. He continues : “Not that 
advertising, as such, is a waste 
of money. It isn't. It can be 
and should be a most powerful 
investment. What we're tilting 
against is the waste of advertis- 
ing. And there's far, far too 
much of that.” 

Too much advertising is in- 
effective and therefore wasteful, 
he claims. It is a need of the 
trade to cut out the wastefulness, 
not by cutting out any of the 
advertising, but by making it all 
more effective. 


Three-hour supply 

He tells the story of a corsetry 
firm which recently launched a 
new line. Publicity plans in- 
cluded a large-scale scheme of 
tie-up advertising in connection 
with local stockists. At the last 
minute, one store manager 
checked on his available stock to 
back the demand—but it had not 
arrived, 

Eventually he managed to get 
a stock equivalent of about three 
hours’ normal selling. 

“As the control of the adver- 
tised merchandise passes farther 
and farther from the point at 
which it is sold, it tends to lose 
more and more in effectiveness,” 
he states. 

He refers to complaints that 
deliveries of advertised lines are 
too slow and supplies inadequate. 
“There’s no need to waste 
mortey on advertising. It's so 
much better to earn money with 
it,” he concludes 


THE ANNUAL AWARD FoR 


NEWSPAPER DESIGN 


a gtoup of nine influential newspapers 


AKN 


 Deemaseper Kent 


LARGEST IN KENT 


Newspapers Ltd. 
LONDON: E£.W. PLAYER LTD., 30, FLEET ST., EC.4. 


-A.B.C. Weekly Net Sales 


18,585 
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YOU CAN'T COVER THE MIDLANDS WITHOUT THE DESPATCH 


Birmingham is the centre of the largest and 
Richest market in the provinces. A market 
| : which needs the lively impact of the Evening 
: Despatch to get your product ‘home.’ 


rae 


Evening 4) rg patch "i ae 


CORPORATION STREET, BIRMINGHAM, 4 TEL: CENetral 84618 
ERNEST LUMSODON ~- London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, £.C.4 TEL. CENeral 3265 
Leeds Office: 11, ALBION PLACE. LEEDS, Ter ; LEEDS 24998, Monchester Office MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel, BLAck{riers 3930 
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PROSPERITY 
BUILDER 


to build pros- 


tement which can be sup- 
it is 


incentives. You will tind a true 
association between advertis- 
ing and the development of a 
prosperous community.” 

What is true in Australia is true 
in Britain, too. 


BOUQUET—1 


exhibition will be appreciated 
by everyone in advertising. 

The event is certain to be a 
success in the hands of the Ad- 
vertising Creative Circle who 

to stage it in London next 
ovember. 

There is sometimes a tendency to 
think that creative advertising 
is confined to London. Perusal 
of the provincial press will 
disprove that. The creative 
men of the other great market- 
ing centres should not be for- 
gotten. If the opportunity 
presents itself, the exhibition 

should be taken to provincial 

cities and Scotland. 


BOUQUET—2 


sation he directs is evidence of 
his energy and enthusiasm in 
the difficult formative years of 


advertising. 

It is to be hoped he will continue 
to serve advertising for many 
years to come. 


STANDS FIRST AND 
FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


Talking Points 


Strong talk behind scenes 
on the CDC plan 


Be topic of conversation 
among publicity club men 
and women just now is the 
plan to reorganise the Club 
Development Committee. 

An energetic Scotsman began it 
all about three months ago with 
a carefully prepared scheme de- 
signed to knit the clubs more 
closely with the CDC and the 
Advertising Association. 

At the last meeting of the 
CDC—held in Nottingham the 
week-end before last—delegates 
from 28 clubs heard details of 
the proposal to appoint liaison 
officers to the CDC to deal with 
specialised services. The scheme 
was referred to a sub-committee 
for final drafting, and it will be 
discussed again in January. 

Should the clubs be linked 
more closely with the Advertising 
Association ? At least one of the 
organisations concerned seems to 
think not. 

Manchester Publicity Associa- 
tion holds strong views. A 
resolution unanimously accepted 
by the Association's Council 
reads : “That all correspondence 
and business from the CDC 
should be direct to the Council 
of the MPA, the suggestion of 
Sonn of secretaries for 
club programme, _ education, 
public speaking, public relations 
and vigilance to deal direct 
under terms of reference not 
being acceptable.” 

A resolution that the Council 
appoint a delegate to represent 
the Association at CDC meetings 
was carried by only six to four. 


ARKETING men blinked 

when they read this Sym- 
ington’s copy in the trade press 
last week-end 

Your unprecedented demand 
has far exceeded all our 
expectations. We now realise 
that some of our customers 
will not have had their full 
orders of County Soups de- 
livered by the time the coupon 
advertisements were planned 
to appear during the first two 
weeks of November in the 
“Daily Express” and the “ Daily 
Mail.” 

We have therefore decided 
in their best interests to 
postpone the coupon adver- 
tisements. They will now 
appear during the week ending 


27th November in both the 
Daily Mail” “Daily 
Express.” 

This postponement ensures 
that all our customers will 
have sufficient County Soups 
on their counters to meet the 
demand from housewives 
which will be created by our 
coupons worth 6d. in the 
“Daily Express” and “Daily 
Mail.” 


HICAGO stores have found 
a novel advertising medium 
—the telephone. 

“Sound space” on a _ tape- 
recorder is sold to stores at five 
dollars (about £1 15s.) a record- 
ing, plus one cent (about a 
penny) for every phone call re- 
ceived. 

Only announcements of 
genuine bargains are accepted. 

The record plays back auto- 
matically to anyone dialling the 
number of Bargain Shopping 
Services, the company running 
the scheme. 

The company advertise their 
service in newspapers and on the 
radio and TV. They also pro- 


MASTER MIND 
VER looked closely at a 
Senior Service cigarette 
packet and seen the fascinating 
slogan ? 


A product of the Master Mind, 
it claims. 
What wonderful visions it 


conjures up of egg-headed pro- 
fessors and test tubes in secret 
laboratories ! 

Gallaher, Ltd. who have 
distributed the product since just 
before the war, say: “It indicates 
that there is a master mind at 
work on the skilful blending of 
tobaccos.” 


vide, for free public use, several 
telephones placed at _ central 
points in the city and connected 
direct to the service. 
FRUITFUL! 


OSTERS were described as a 
“very fruitful source of 
accidents” by the Mayor of 
Westminster, Councillor J. G. 
Elsworthy, when he welcomed 
delegates to the annual National 
Safety Congress. 

Saying that posters were a 
continual course of distraction to 
motorists, he asked that more 
care should be taken in their sit- 
ing. 

Yet have not the most effective 
road safety appeals been pre- 
sented on posters ? 


TO-MORROW’S TOPICS 


@ Big new bid is to be made to 
boost British toy sales abroad 
—already ten times higher than 
pre-war at £54 million a year. 
Buyers from Belgium, France, 
Germany, South America and 
the United States will attend 
British toy fairs next year. 


@ Further development of the 
joint working arrangement be- 
tween Ford Motor Company 
and Ransome Sims and 
Jefferies Ltd. will lead to ex- 
tensive sales campaigns for 
tractors at home and overseas. 
Sharp reaction is expected 
from other tractor makers. 


@ Textile sales are on the upgrade 
again, but sales of children’s 
wear are not rising as sharply 
as other ranges. Special ad- 
vertising schemes for children’s 
clothing will develop soon. 


@Record publicity for light- 
weight motor-cycles and 
powered cycles is planned for 
next spring. “Cheap transport” 
will be the theme of advertis- 
ing campaigns. 


PROPRIETORS 


BO 


ODHAMS PRESS LTD. 


RO 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


WATFORD 


© Organised fishmongers are con- 
sidering an advertising cam- 
paign to recover trade lost to 
department stores and grocers 
selling quick-frozen fish. 


@ Attempts to revive opposition 
to commercial TV in the Com- 
mons will prove abortive. The 
Government will point out that 
the ITA, not the PMG, is re- 
sponsible for administration of 
the Act. 


@ Extensive anti-litter campaigns 
are planned in the provinces. 
Birmingham Corporation alone 
will use 20,000 posters and ex- 
tensive press advertising. 


@ Home and overseas publicity 
is being developed for Britain's 
vacuum flask industry. In 1939, 
28 flasks were imported for 
every one exported; in 1953 
14 were exported for every one 
imported, and the marketing 
aim is to improve exports 
further with the aid of adver- 
tising. 


ROUND TABLE 


FOR ENTERPRISE 
© ORIGINALITY AND © 
EFFICIENT SERVICE 


SOUTH COAST 
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7 pay for an Art in Advertising a 
ma 
| _ ~ oe ae 
‘. worth on completion of his | 
‘2 first 25 years with the Incor- 3 
Fe porated Society of British 
i Advertisers. 
¥ He is a great servant of advertis- 
% ing, and the powerful organi- | 
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3 BS canning the Provinces’ 


AY pn A THE SECOND EDITION OF “SCANNING THE PROVINCES” 
anos IS NOW READY 


This publication contains 220 pages of vital factual marketing information in connection 
with seventy towns and districts covered by the newspapers in this Group .. . More than 
100 individual classifications and thousands of references are given upon such subjects as 
Retail Outlets, Employment, Transport, Finance, Housing, Local Government, Industries, 
Gas, Electricity, Water, Incomes, Education, and Populations, to name but a few—a 
reference book for all contemplating or engaged in planning Advertising Campaigns. 
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Telling the salesmen the 


In order to give the sales force a complete view of the range of their 
advertising, the General Electric Co., Ltd., recently staged an impressive 
exhibition in the London headquarters. The show took up 3,000 square 


ye prove the truth of the 
old saying that “ Very 
often the left hand does not 
know what the right hand is 
doing” an exhibition to illus- 
trate the activities of the GEC 
publicity organisation was 
staged recently in the com- 
pany’s lecture hall in Kingsway. 


Variety of customers 


The GEC sales force is con- 
siderable, keeping a lively contact 
with a large variety of customers 
of all kinds—trade, commercial 
and industrial. As a partner of 
this sales force, the publicity 
organisation is continuously pro- 
ducing publicity schemes, material 
and information to help the 
individual sales manager and the 
hundreds of representatives of the 
company in their task of —. 

All the year round these people 
are being fed with information 
relating to publicity schemes for 
the many and varied aspects of 
GEC activities. No working day 
passes by without some important 
announcement being made to the 
sales organisation. 


Common effort 


It can be seen therefore that it 
is difficult for the “right hand” of 
the sales organisation to have a 
detailed and intimate understand- 
ing of everything which _ its 
partner the “left hand” of the 

ublicity organisation is doing to 
ele in a big, common effort. 

The exhibition provided a 
three-dimensional explanation 
which was a big surprise to 
some of those who saw it and 
quite staggering to many 
others (including a number of 
the staff of the publicity depart- 
ment itself!). 

The manager of the GEC pub- 
licity organisation, M, R. Neville, 
started his talk to the sales staff 
with the words “We mean busi- 
ness,” and when his audience 
studied the exhibits they were 
prepared to ‘believe him, 


feet of space. 


The show was staged in an 
area of approximately 3,000 sq. 
ft. and even this meant that a 
certain amount of pruning had 
to be done 


The exhibition was designed to 
follow the organisation of the 
department itself and so to illus- 
trate the work of each of its 
sections. 


This staff totals 60 people, 
many of whom have been with 
the GEC for more than a quarter 
of a century. Each of the depart- 
mental sections was represented 
at the exhibition by its own dis- 
play, designed to show the service 
offered to the sales organisation 
with examples of its work and 
production of all kinds available 
at the present time. 


Idea of appearance 


To give a detailed description 
of these displays is impossible but 
the accompanying photographs 


2 
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will give a general idea of their 
appearance 

A few facts gleaned from the 
exhibition will, however, give 
some idea of the magnitude and 
scope of the work undertaken by 
this publicity organisation. 


Multiplicity of products 


The GEC claim that it forms 
the largest British electrical 
manufacturing organisation ; con- 
sequently the publicity problem 
involves a —— of pro- 
ducts, from sram lamps, 
domestic equipment, radio and 
television, electrical installation 
material, cremation furnace and 
so on up to the largest power 
station plants. Different.. tech- 
niques, different media, different 
markets have to be considered 
and this calls, .among other 
things, for a very full knowledge 
of the company, its products-and 
markets, 

During the past year the com- 


~ 


The company's advertising is world wide in scope and the publicity 

arranged for overseas is very heavy. The exhibition was able to 

present specimens of no more than a proportion of what it amounted 

to over the past year. In another field, the company produced over 

five million copies of 464 new publications and reprinted 2,500,000 
copies of another 292 publications. 
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PRESS ADVERT ISing 


A section of the exhibition was 

given over to a presentation of 

the type of advertisements placed 
in the press. 


pany produced over five million 
copies of 464 new publications 
and reprinted 2,500,000 copies of 
another 292 publications. The 
GEC Journal, a technical and 
scientific quarterly is circulated 
over the whole world. The 
Osram Bulletin, another quar- 
terly, produced mainly for the 
information and interest of the 
electrical trade and user is also 
distributed over the world. 


Range of publications 


In addition there are technical 
instruction books, service 
manuals, sales guides and a num- 
ber of other specialist publica- 
tions which bring the total 
number of printed copies of 
publications of all kinds up to 
nearly 10 million in one year. 

More than 1,000 GEC adver- 
tisements appear in one year in 
the national, provincial and 
magazine press, while nearly 500 
trade, technical, commercial and 
industrial journals are used for 
the advertisements of 44 indi- 
vidual campaigns. 


Bi ter cam 


There is a large 13 week bill- 
posting campaign throughout the 
country for Osram lamps as well 
as some hundred of carefully 
selected sites where the Osram 
poster is permanently displayed. 
There is, moreover, the well- 
known Osram neon sign in Picca- 
dilly Circus and many other neon 
signs on GEC work and branch 
premises. Bulletin boards on 
main roads and hand-painted 
signs at all the big main line 
railway stations are another part 
of GEC outdoor advertising. 

The press relations, editorial 
and intelligence section has 
expanded considerably in recent 
years. A company with so many 
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AN INVITATION TO 
BUSINESS MEN IN OR 
NEAR LONDON, 
NORWICH OR IPSWICH 


A general view of two sides of the exhibition hall. 


F your business is within easy 
reach of these centres you are 
invited to make full use of the 
highly skilled Advertising Teams 
which we have gathered together. 


These Teams, Sir, are capable of 
producing really outstanding ad- 
vertising, planned to enhance your 
sales efforts. 


We are particularly keen to 
bring our skill to bear on business 
within the London, Norwich, 
Ipswich areas, because we believe 
good advertising means quick 
on-the-spot service of great flexi- 
bility. And coupled with this 
service you will discover that we 
have a lively flow of sound selling 
ideas—we have the touch that 
means so much ! 


TIBBENHAM Pusuiciry ee 


LONDON - ~ 4 


’ ‘ i 


WILLSMORE & TIBBEN HAM 


teh oil 


interests is a natural source of a 
wide variety of press stories. This 
is particularly true of technical 
developments in the manufacture 
and application of ,~4 firm's 
products and of its rtant 
research activities, come a2 of which 
are of great interest to technical 
and trade journals. 


Information service 


The press information service 
of the "GEC, which is manned 
largely by experienced technical 
journalists, has two equally im- 
portant functions : 

@ The writing of the company’s 
house organs and other 
yy publications. 

¢ provision of a confiden- 
tial internal intelligence ser- 
vice for directors and higher 
management. 

Some 3,000 photographs were 
taken — the past year bring- 
ing the tota we Mw to around 
50,000 while in department 
itself there is a stock of 10,000 
printing blocks in addition to 
many thousands more held by 
printers. 

Each year for GEC retailer 
customers 10,000 windows are 
dressed in addition to more than 
500 displays in the windows of 


the Kingsway head office and 


branches. 
Hundreds of thousands of 


Pee ee a 


| smravisine 


The scope of GEC outdoor 
advertising was indicated. 


pieces of display material and 
other sales aid are produced each 
year and distributed to the trade, 
including showcards and cut-outs. 
t year, in its own mailing 
section, the company addressed 
more than two million envelopes, 
maintained 110,000 mailing list 
plates (representing 50 separate 
mailing lists), posted 450 mailing 
shots fom of which used 74 tons 
of paper) and sent out 1,000 
internal information letters. 


> + + 
OOK) 


ENTRE piece on the Ford stand at the Motor Show at Earls 

Court this year was a Prefect model mounted on a revolving turn- 

table set in a mass of Dutch poinsettia roses. No less than 5,000 

blooms were used, forming a circular bed of 17 feet diameter. To 

keep this display absolutely fresh, replacements were picked and flown 

from Holland daily. Identical flowers were displayed in the company's 
West End showrooms and worn by sales staff. 
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COWLISHAW & LAWRENCE (Advertising) LTD. 


have pleasure in announcing their official appointment 
to handle the advertisements in the 


BIF cATALOGUE 1955 


LONDON SECTION AT OLYMPIA 


All enquiries and instructions relating to 
space in this important reference book 
of British Industry should therefore be 
addressed to 

28 NEW BRIDGE STREET 


LONDON, E.C.4 
Telephone: CiTy 5118 and 1542 


Rates and print have now been fixed and a rate card 
will be available shortly. The size and format of the 
1955 CATALOGUE will remain unchanged but there 
will be ample facilities this time for advertisers who 
wish to use full-colour letterpress, plenty of facing 
matter positions and a special invitation will be extended 
to approved non-exhibiting firms and services. 
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Legal Queries Answered 


How the advertising man stands when 


the ad does not appear on time 


By OUR LEGAL CORRESPONDENT 


O advertising campaign of 

any magnitude is ever 
planned without regard to the 
dictates of the calendar. For 
most commodities, there is an 
appropriate selling time—well, 
at least one selling time which 
is better than another. Many 
instances will spring to the 
mind, Obviously. for example, 
heavy overcoats are intended 
to be sold in the autumn and 
winter, and advertising in the 
late spring would not be appro- 
priate, 

Everything depends on the 
calendar. 

Production must be completed, 
transport arranged, press adver- 
tising, poster displays, direct 
mail, window displays—all must 
be properly dove-tailed, accord- 
ing to a time-table. 

The question with which I 
have been asked to deal is: 


If, owing to the heavy pres- 
sure On poster space, now pre- 
vailing, a poster contractor is 
not able to display the posters 
he has contracted to show, is 
he liable for the losses that the 
advertiser has suffered ? 


Time the essence 


The answer is based on the old 
common law rule, which must 
be generally observed, even to- 
day, in ordinary business life 
“Time is always the essence of 
the contract.” If the display of 
the posters was fixed for, say, 
during the month of September, 
and as a matter of fact they were 
not displayed on the hoardings 
ntil October, then obviously 
the contract has not been ob- 
served. 


In these contracts, when any 
time has been specified by the 
parties, then the order must be 
completed on the specified date, 


otherwise the advertiser is in a 
position to sue for breach of con- 
tract. 

Exactly the same rule operates 
for all forms of advertising. 

It may well be, and indeed is 
almost certain to be, nearly disas- 
trous to an advertising campaign, 
if one section of the media fails 
to do its part. Supposing the 
commodity is one that requires 
substantia press advertising. 
Tied up with the press are poster 
displays, ‘screen advertising, win- 
dow displays, etc. Everything is 
all geared together, but on the 
day that the advertisements 
should appear in an important 
magazine, either the make-up 
man, or the printer, or the block- 
maker, or somebody else makes 
an error and the advertisement 
does not appear. Its non-appear- 
ance obviously can have serious, 
possibly disastrous, consequences. 

It is mo excuse to say that 
the pressure on space was so 
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Our Legal Correspondent, 
a barrister who specialises in 
advertising law, amswers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can ac- 
cept any liability for the 
opinions expressed. 


terrific that some of the ad- 
vertisements had to be left out, 
or that the posters simply 
could not be shown because 
no space was available. Such 
an excuse will not be accepted 
in a court of law. 


A publisher or a poster con- 
tractor, or anybody else, must so 
arrange his affairs that he can ful- 
fil his obligations—if he cannot, 
then he must take the conse- 
quences. Further, even if no 
time is stipulated on the order 
form, then the advertisement 
must be published within a rea- 
sonable time. It was laid down 
in the courts long ago that even 
if time is not specified “to be the 
essence of the contract, this does 
not affect the right of either party 
to require the other party to 
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This illusiration shows a skilled camera operator making an enlargement. shading 


AUTOTYPE 


ENLARGEMENTS 


are found everywhere where quality counts. 


Line and tone pictures in black-and-white 


and colour, diagrams, sharp blow-ups of 


letterpress, singles or runs, giant murals and 


the more modest sizes, transparencies—each 


receive specialist treatment in the Autotype 


studios, equipped and staffed for every 


contingency. 


* Most of the really good enlargements 


are made by Autotype. 


ASK FOR PRICE LIST 


AUTOTYPE CO. 


LTD., 
EALING, LONDON, W.13. 


BROWNLOW ROAD, WEST 
EALING 2691,2,3. 
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ONE'S IN SPANISH... 


BOTH MEAN BUSINESS 
AT POINT OF SALE! 


In what three places can magazine advertising sell 
simultaneously ? 


The answer: in offices, in homes and in stores. 


Advertising in LIFE INTERNATIONAL and LIFE EN 
ESPANOL is read around the world each fortnight in 
their offices and homes by more than 500,000 sub- 
scribers and newsstand buyers who pass their well- 
thumbed copies to their families and associates. At 
the same time, full-colour displays of advertising 
in these international editions of LIFE help to 
increase sales in stores on four continents. 


The results: Advertisements in each edition have 
a triple impact on many prospects. And among all 
international magazines, LIFE INTERNATIONAL and 
LIFE EN ESPANOL deliver the finest printing and 
colour reproduction and the largest page size to 
office, to home and to point of sale. 


Every fortnight these two overseas editions — 
one in English, one in Spanish—speak the same 
language —the universal language of pictures. And 


they talk to people with money to spend ... for 
their families and their businesses. The majority of 
the subscribers and newsstand buyers of each 
edition are in positions of influence in business, 
government and the professions. 


The moral: Both editions can help you convert 
prospects into customers. Write today for your free 
copy of “More Facts about LIFE International 
Editions.’”’ Like LIFE’s U.S. edition, both mean 
business at point of sale! 


TIME & LIFE BUILDING NEW BOND STREET LONDON 
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¢ LEGAL QUERIES ANSWERED — continued 


fulfil his part within a reasonable 
time, and that if it is not, then 
the contract will be rescinded.” 

There is no doubt then that 
the poster contractor mentioned 
in the question is liable if time 
was specified, or even implied, 
and that he has not played his 
part. 

Two general rules 


The extent of liability is rather 
difficult to assess. There are two 
general rules about damages 
which ought to be remembered. 
The advertiser in the question is 
entitled to : 

@The damages which can 
fairly and reasonably be 
considered as arising natur- 
ally from the breach of the 
contract, or 

@The damages which could 
reasonably be supposed to 
be in the minds of both par- 
ties when the contract was 
made, 

In the question we have in 
mind, the second possibility can 
be ignored, and the advertiser, if 
he is to get anything at all, must 
establish that they are of the kind 
that arose naturally from the 
non-display of the posters. 
Normally, if damages for breach 
of contract are to be obtained, 
they must be proved. If, for 
instance, the advertiser (or his 
agent) at the last moment, realis- 
ing that his posters were not being 
displayed, hurried round and 
found some alternative sites (let 


us be optimistic!) and was able 
to get a showing—he would be 
able to obtain recompensation for 
the extra cost he had incurred. 
Moreover, in some circumstances, 
he could claim “general” 
damages. The advertiser in our 
question probably could not 
prove how much he has lost by 
the non-appearance of the posters 
but he may be able to prove that 
he suffered some loss. 


A case before the courts before 
the war is a guide as to what can 
be done. In that instance, the 
advertisement was displayed 
when it should not have been— 
owing to an error—and it was 
proved by certain retailers that as 
a result of the annoyance, caused 
to the general public by the 
wrong timing of the showing of 
the advertisement, they had 
ceased to order the advertised 
goods, and that generally there 
was a decline in the numbers of 
customers for the goods. There 
were substantial damages. 


In this case, it was the timing 
of the appearance of the adver- 
tisement that caused the trouble, 
and obviously it is most impor- 
tant, from every point of view, 
that controllers of media should 
keep to the strict letter of their 
contracts, There is no such thing 
as a “custom of the trade” that 
permits a publisher to leave out 
an advertisement or two just 
because they have overbooked the 
available space. 
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HE exhibition, of Plastics in 
Advertising and Display, 
held at the Tea Centre, Lower 
Regent Street, London, last week 
by the Plastics Division of 1.C.1., 
was the first of its kind to be held 
in this count and was of 
interest to all advertising men. 
The tremendous versatility of 
plastics in display work was 
demonstrated by the wide variety 
of signs exhibited. Illuminated 
signs, flashing signs and animated 
signs of all shapes and sizes were 


on show. A few of them are 
illustrated above. 

One example of the novel 
colour and lighting effects which 
can be obtained was shown in a 
collection of model fish in fluo- 
rescent Perspex, illuminated with 
ultra-violet light. 

The use of corrugated and 
reeded Perspex in beautiful deco- 
rative screens was well demon- 
strated and Perspex counter dis- 
play units and inn signs were also 
on show. 


MUNICIPAL 


MUNICIPAL REVIEW 


OVER 420 BOROUGHS BUY 


PAGE RATE. £25 


A MUST FOR YOUR’ SCHEDULE 
NET SALES EXCEED 8,800 MONTHLY 


REVIEW 


THE ASSOCIATION OF MUNICIPAL CORPORATIONS PUBLICATION 
VICTORIA STATION HOUSE - LONDON - SW1 
TATe Gallery 0764]7 
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The fewer the passengers, the better the service 


Not true of Route 168, but certainly true of Robert Sharp and 
Partners Limited, who have no passengers at all. 

All of our staff are picked a little more carefully, paid a little 
more highly, and work a lot more enthusiastically, This means 
that we have a few of the freshest advertising brains — of the post- 
war generation— in London. An Agency is only as good as its staff. 

Our special strength lies in our creative work. We enjoy 
turning out new, practicable and profitable ideas for press, 


posters, films and—how did you guess — television. 

We are proud to be advertising on behalf of such first-class 
products as ‘Viyella’ and * Clydella’, Callard and Bowser con- 
fectionery and Ben Truman Pale Ale. We now wish to earn 
even more business; and are properly equipped to give the 
best service to medium-sized accounts, intelligently run by 
advertising managers who realize that new spirit in their 
advertising means more sales for their Company. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 1471-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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Readers of influential morning 
newspapers are people of dis- 
cernment and taste. The winning 
and holding of their custom is, 
therefore, as much a test of the 
integrity of the advertiser as of 
the skill of his copywriter. To 
attempt to win their custom is to 
aim at the richest prize in the home 
market because these readers 
are all in the higher income 
groups. 


Belfast News-Letter 


Established 1737. More than a newspaper—an institution 
Donegall St., Belfast. 85 Fleet St., London 


: A DAILY 
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LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4, TEL. CEN’ 6820 
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Review of House Organs 


How to tell the staff 
about the agency 


HAT do readers want ? 
If only we knew for 
certain! 

Well, here is an extract from 
a letter from a reader published 
in “233” (W. S. Crawford, Ltd., 
advertising agents): 

“The editor's limit of 100 
words for constructive criticism 
precludes lengthy congratulations 
for what has been achieved. 
The magazine is stated to be ‘for 
Crawford people.’ The contents 
are catahil by Crawford people 
but there is far too little house 
news—which surely is the maga- 
zine’s raison d'étre. 


Separate departments 


“The staff of Crawfords pre- 
sumably want to know as much 
inside information as possible 
about all the various types of 
work done within the house, and 
about themselves in particular. 
With more than 200 people in 
the agency and a large number of 
separate departments, there is 
little opportunity for many to 
know much of what is done—or 
who does it. Let us have regular 
biographical sketches of direc- 
tors and executives, artists and 
copywriters, and more details of 
the various departments and the 
ualifications needed to work in 


them. 

To this I would add a sugges 
tion. Almost every business has 
regular _visitors—representatives 
of suppliers, accountants, adver- 
tising agency executives, artists, 
engineers to service the plant and 
so on. They are seen and met 
from time to time by a large 


oat 
om | . 


By BRIAN HILTON 


number of people, though usually 
do their business with specialised 
departments. Why not include 
them in the biographical 
sketches? 

Incidentally “233” is well 
worth study. The typography is 
expertly architectured. Though 
a small face is used, the column 
widths are so well planned that 
legibility is high. Headings, too, 
though generally small are 
balanced, and spaced by a master 
hand. This is one of the few 
house journals in landscape 
format. 

” * ” 


REMINDING ME that ADVER- 
TISER’S WEEKLY recently pointed 
out the need for better planned 
and more intensive advertising by 
laundries, Frank Winfield, of the 
David Judd agency, sends me 
four smart folders, one of which 
deals with carpet cleaning. It 
will be sent out in carpet cleaning 
seasons in laundry parcels by 
Spring Grove Cleaners of West 
Norwood, London. 

The most dramatic item in the 
folder is a micro-photograph of a 
patch of carpet showing frag- 
ments of glass, grit, a tintack and 
other sharp bodies embedded in 
a carpet. A most convincing 
argument which is followed up by 
general copy on how to get the 
service and a price. It appears, 
however, that to get an estimate 
the carpet has to be sent—by 
which time the owner is prac- 
tically committed. 

An idea of price, if only from 
blank /- to blank /- per square 


@ Continued on page 310 
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Craw fords new PR offices 


ewe orcas» Pevr tmend descurt Mocmmaterr 
© Pieter nm Cathe detet Weeagre Ut iis cm retary Mary Rewahe y 


The inside cover of a recent “233,” the house organ produced by 
W. S. Crawford Ltd., carried a pictorial presentation of the new 
offices taken over for the public relations department. 
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Wh ‘MEN read Lilliput 


Men read Lilliput because it appeals to them. A simple answer? 
But it’s true. 

Take sport, for example. Lilliput has articles on sport which are 
of interest not only to the expert, but to a// readers. Readers of 
Lilliput remember recent articles on golf, motor racing, tennis, 
fishing, sailing. They remember them because of their striking 
originality ; because of their wide appeal. And sport is only one of 
the subjects featured in Lilliput, which contains an exciting variety 
of photographs, profiles, cartoons, brilliant fiction and articles 
on non-sporting subjects as well. 

It’s all part of the new editorial policy which has already 
established Lilliput as the man’s magazine. 


A.B.C. JANUARY-JUNE, 1954 201, 214 


Lilliput sells men because men 
read Lilliput — 650,000 of them 
(not to mention the 350,000 women 
readers) — more readers than any 
other man’s magazine. 

It ali boils down to this: | 
Lilliput, in its lavish new format, 
is a success. Men read it. You 
can sell through it. 
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: e REVIEW OF HOUSE ORGANS —continued 
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The Dancing Public 
are the largest 
and most discriminating 


buyers of 
Beauty Aids 


Hairdressing 


Preparations 


and Cosmetics 


THERE A 


RE 200,000,000 


DANCE ATTENDANCES 
PER ANNUM IN 
GREAT BRIT-AIN 


DANCE 


NEWS 


The World’s Largest Dance Newspaper 


Advertisement 
Telephones — 


* 


What have Bristol aeroplanes, 
Perkins engines, 

Consolidated Pneumatic tools, 
Vokes filters and A.E.C. vehicles 
in common ? All are products 
advertised by 

Crane Publicity Ltd — a 
medium sized advertising agency 
that is well equipped to handle 
the highly technical, 

or the highly competitive 


consumer account, 


More detaila ? . 
Telephone EUSton 8061 
or write to Adam House, 


1 Fitzroy Square, W.1. 


Manager — L. HALL 
WATERLOO 3766 - 7-8 


76, SOUTHWARK STREET, LONDON, S.E.! 


* 


| 


A double page spread from the “Mullard World Review.” 
sets are depicted along with models of an eye arresting nature. 


The new 
Which 


won in the attention getting contest? 


foot would create confidence by 
imparting knowledge. 
* + * 

THe Eptror of Newsbasket 
(W. H. Smith and Sons, Ltd.) 
evidently agrees with the writer 
of the letter to “233.” Struck 
by the enormous number of 
names of staff he got into a 
recent issue I started counting. I 
reached 108 names on the first 11 
pages. On page 12 was a list of 
prize-winners at a home-hobbies 
show. It. occupied 22 column 
inches in six point type, so I gave 
up counting—-but there were 48 


| pages in the issue. 


| of the 


Newsbasket is mainly about 
people. Not an event is recorded 
without a reference to a bookstall 
manager or some other member 
staff. There are 10 
biographies on a double page 
spread of promotions, and six 
more on a double page spread 
headed “May I introduce you 
Oa «.- 

+ * * 

A CHECK on its circulation list 
is being made by Team Spirit 
(John Laing and Son Ltd., build- 
ing contractors), A_ reply-paid 
card was attached to a recent 
issue asking readers whether or 
not they wanted to continue to 
receive the news-sheet and check- 
ing the address. The positive 
“yes or no” question should 
ensure a very high percentage of 
replies, but there are always some 
people too lackadaisical even to 
send off a card when all the work 
has been done for them, Then 
what? 

+ * + 

INDUSTRIAL EDITORS might use 
fully follow the lead of the editor 
of Machine Shop Magazine 
(Tliffe & Sons, Ltd.) and print or 
duplicate notes to contributors. 
These notes cover such matters as 
rates of payment (which vary 
according to the value of the 
article and the amount of subbing 
needed), style of presentation 
(quarto paper, double-spaced or 
equivalent if hand-written), char- 
acteristics of line drawings, photo 
graphs, etc. 

This, its author finds, saves him 


a lot of correspondence. He 
simply sends one to every would- 
be contributor—and to contribu- 
tors who transgress. 

* * * 

CONGRATULATIONS TO the editor 
of Advance (Bulmer & Lamb Ltd., 
worsted spinners). With a mag- 
nificent photograph of raindrops 
in a puddle and some fine writing 
he almost makes us thankful for 
the weather last summer. 

This is real writing: to take a 
commonplace subject, present a 
new facet of it and evoke a sym- 
pathetic reaction. 


* * * 


THERE ARE men who would 
rather look upon a car than a 
woman ; there may even be men 
who drool over the design of 
radio sets. Evidently not many 
Mullard dealers are among them, 
for new sets were introduced in 
Mullard World Review by cheese 
cake of the frankest kind. No 
doubt the dealer-readers spared a 
glance for the sets. 


The appeal of the carton is con 


stant. It rises a great deal when 
the “victims” are personally 
known to the viewers. This is 


appreciated by those responsible 
for “ Newshasket” for the above is 
a reproduction of one of its pages 
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NUTS - BOLTS - METALS - STAMPED PARTS - PRESSINGS - CABLES 
SCREWS - WIRE - PLASTICS - CASTINGS - RACKING (Stores) 
PLUGS AND SOCKETS - CONNECTORS - J, - OILS 
GREASES ; - TO POWER) 

S + FILMS (PHOTOGRAPHIC) 


ACCUMULATORS , JENERATORS - CERAMICS - 
VACUUM PUMPS - LAMI lO * COMPONENTS - 
ASSEMBLIES - INSU G MA - BEARINGS - RELAYS 


BATTERIES - SOLD - SWITCHES = WASHERS: RESTIFIERS 
RESISTORS - FANSg THERMOS Cerin 
MAGNETS __- ES S & GEARINGS 
MOUL ORS - INSTRUMENTS - CQUNTERS 
SOLDERING IRONS -“SPRINGS + FRACT P 

HEAT RESISTING ERS 
TECHN - TURNED PARTS - VALVES 
FURNI (OFFICE - FACTORY AND LABORATORY) - 
ACCUMULATORS - TERMINALS + G&bsii@lMi\TORS » VACUUM PUMPS 


INSULATING MATER Al femme RELAYS - BATTERIES 


ELECTRONICS—The new i eee i NOW is the time to bring your 
and vital factor in produc- aoe “~ , -s products to the notice of the 
tion. This industry of Elec- —  . people who are doing this 
tronics is expanding rapidly as ‘ m at a work, They want the goods 
new techniques are evolved and r you have to sell. Remember, 
new demands made upon it. Fac- 4 - a the electronics industry is 
tories are being built and existing = A ; A \ new and growing; it needs 
ones enlarged to keep pace o , a materials of all kinds 
with its growing needs. New iz a urgently. It looks at 
companies are being formed _\ (ae * ELECTRONIC ENGINEERING ” 
and existing companies cre building ao CT first because it is the only 
up an Electronic side to their iia ws British journal devoted 
business. 4 ——— solely to its needs. 


THE NET PAID CIRCULATION FiGURE IS OVER 11,000 PER MONTH 


‘ELECTRONIC ENGINEERING’ 28 ESSEX STREET, STRAND, W.C.2.. . . Phone: CENeral 6565 
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FREE APPROVAL is the best test of value 


NoveMBER 4, 1954 


Typography in Advertising 


PRINTING DESIGN tow to cc 


AND LAYOUT 


VINCENT STEER’S monumental book 


: 
/ 
| 
’ 


T’ tells you all you want to know about layout, typography, | 
process work, paper, colour and the various forms of | 


press and direct-by-mail advertising. The chapters on 


| 


Dramatising the Advertiser's Message, the Principles of Type | 


Selection, and the Romance of Type Design will give you the 
essential background you need to gain mastery over type. Sir 


Francis Meynell says “I have read many books on the subject | 


and once even wrote one myself. I make no exception when 
I say that Mr. Steer’s seems miles the best.” 


WERE ARE SOME OF THE SUBJECTS COVERED IM THE 17 CHAPTERS 


LIMELIGHT OF THE LAYOUT 
AMENT 


CALLIGRAPHY TYPE DESION LETTERING POR LAYOUT ORN. 

USE OF PRINTER'S RULES TYPE CALCULATIONS . TYPOGRAPHY 

DRAMATISING THE ADVERTISER'S MESSAGE THE RIGHT 

PAPER . K POOGRAPHY . COMMERCIAL TYPOGRAPHY . 

oie te CHART . 48 COPY-FITTING INTERNATIONAL PARADE 

= ° FREE EXAMINATION OFFER- 

To VIRTUE & LTD., AW Dept., 33 

oy ry an de tei ee LS, 
ome week or end you - deposit further payments /- 

(Cash Price 47/6). 

HAM ccccccrccvcecccesccsescsccccccvecccccccccseceeeeceseeesseecsceceseccesoeeeee 

Address 
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PEER EERE EEE HEHEHE EERE EERE EERE E THEE E HEHE EE EERE 


Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE:— 
L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 
TELEPHONE, HOLBORN 6900 


WAITER TRAYS, 
SHOWCARDS, 
DRIP MATS,’ 
ADVERTISING 
POTTERY. 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


REGINALD CORFIELD 


LOMBARD ROAD: MERTON: S.W.I9 
TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 


away from 


rectangles 


By ROGER DARCY 


HE advertisement designer 
for the press is faced with 
certain hard and fast facts 
which he cannot alter even if 
he would. There are such 
things as the limitations of 
metal type, the availability of 
type faces, the amount of copy 
a client expects to be crammed 
in—and, most restricting of all, 
the actual space in which the 
item is to appear. 

One says “restricting” but in 
the hands of the first-rate man 


| space is a quality which is used. 


ee? See. 


In fact it might be called using 
what is not there. 


Designing with rules 


The designer is usually faced 
with a rectangular shape which 
he must fill and which is usually 
in competition with other similar 
y age A study of the press to- 

reveals that very few adver- 
tising men indeed get away from 
the simple rectangular motif. 
Everything is designed with rules, 
or the layout is such to suggest 
the rectangular space. 

“Everything” ? Well not quite. 

re are one or two people who 
play about, more or less success- 
fully, with shapes. Take the cur- 
rent Jaguar advertisements. They 
stand out from a page of ortho- 
dox layouts. The setting matches 
the odd shape, based on the 
radiator symbol at the top. Main 
facts are brought out in bold sans 


ieee 


Dolcis had the right idea but 
Roger Darcy thinks more discip- 
line was wanted 


The main figure of this advertise- 
ment is a good piece of commer- 
cial art work. 


type. Yet I feel it could have 

m even more spectacular by 
leaving out the tint at the left- 
hand sides, which squares the 


whole thing up and is a conde- 
scension to t orthodox rect- 
angle. 


Then there are others who by 
careful placing indicate the rect- 
angle without rules or anything 
tangible. There is the Clydella 
advertisement. The box at the 
foot makes the square there and 
the non-visible rectangle goes up 
past the head of the main figure, 
through the piece of type to the 
other man’s head and down 
through his body. In passing, 
the main figure is a good piece 
of commercial art work. In the 
bigger announcements one could 
almost feel the texture of the 
shirt. But again, Clydella could 
have been even more daring. 


White space amount 


Why did they not leave out 
that subsidiary figure and the 
piece of copy at the top; move 
the main figure slightly over to 
the right ; draw his head upright 
and just leave it at that. The 
advertisement would have domi- 
nated any page if placed in the 
right amount of white space. 

Now take the Jaeger an- 
nouncement. I must admit that 
they do rather stick to the basic 
rectangle idea, but at least they 
try to do something different with 
it. The thick hand drawn, broken 
border, the head breaking into 
it and the clever hand-lettered 
name, and plenty of white around 
the figure give this piece of work 
a distinction all its own. 
note that in all these announce- 
ments simplicity and directness 


@ Continued on page 314 
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W.E.F.— which means, as if you 


al 


didn’t know, with effect from—Jan rf’ 
Ist, 1955, Sump AND Boat KUMLER 
increases its page size to the 

10 x 7 ins. type area. advelidia ni 
agents can save on produ ) 
but—best of all—there ig] Bayne 


increase in rates. i 


The only trade journa devoted o 
the design, construction {i maintenaliea 
and operation of all types#@m commer + 
cial, naval and private craft up to ' 
1,000 tons, it incorporates = — 
organ of The Ship & boa 
National Federation. 


The January issue will conta 
report of Britain's first Nationa 
Show. 


Specimen and rates with pleasure. 


A PUBLICATION OF THE JOHN 
TRUNDELL INDUSTRIAL GRouPp 


TEMPLE CHAMBERS . TEMPLE AVENUE 
LONDON, €.C.4 Telephone: City 6537. 
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Publications 


BRITISH MOTOR CORPORATION LTD. 


Have a combined 


100,000 
MOTORISTS 


AUSTIN MAGAZINE, MOTORING 


AUSTIN LOG BOOK & DIARY, NUFFIELD MOTORING DIARY, 
TRANSPORT EFFICIENCY (For Commercial vehicle owners) 


KNOWN to have more than an ordinary interest in their 
Cars, these readers offer a lucrative market to advertisers 


For further particulars, specimen copies, and rate cards, apply to— 
Austin Motor Company Ltd. 
Magazine Department 

84 The Promenade 
CHELTENHAM (Phone 52733) 


circulation of over 


Motoring 

The Nuffield Organisation 
Cowley 

OXFORD (Phone 77777) 


414 


EMMOTT & CO. LTD., 


Mechanical World 
and ENGINEERING RECORD 


tal interest to eng Necrs 


KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: SO TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


Everyone in Cyprus 
who knows English 


29 Oxford St.,W.1 | 


The 


‘FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 


ing community of | 


MEneER OF THE a A.C. figures 
crcucuanoss 2O97 I 


Bel Office: 
18 Donegall ton lon Tel. Belfast 24397 


London Office: 
69 Fleet Street, E.C.4. Tel. Central 5453 


e TYPOGRAPHY IN ADVERTISING —continued 


Novemper 4, 1954 


| Suith from Naples | 
| Pog Bopefit 


Combining wit | 
with a scholars 
erudition Roger 
Peyrefitte, im his 
first wavel book, 
subtly blends the 
historical past 
with the improb- 
able present. His 
story is brilliantly 
iMustrated with 
forty drawings 
by Boehmer. 
Oct. 21st 
2if- 


re 
Thames & Hudson | 


: 


This caught Roger Darcy's eye as 
a “nice little job.” 


is obtained by the use of sans 
type. 

Dolcis try hard to use white 
space, and do without borders, 
but I regret to say the result is 
a mess. First of all that rather 
beautiful Dolcis trade mark 
should not be used indiscrimi- 
nately, and its heavy, classical 
mould does not set well with the 
light, ephemeral fashion drawing 
of woman and shoe. The setting 
of the copy is all over the place. 


Discipline needed 


Asymmetrical setting can be a 
good thing, but here there seems 
to be no reason for it, and the 
feeble little cup of coffee in the 
righthand corner is puerile, Dolcis 
have the right idea, but it needs 
more discipline than is displayed 


| to carry it off. 


As an exercise, please look at 
your popular papers and see how 
many advertisements really do 
make use of white space, and 


| endeavour to ring the changes on 


shapes—there are not many, | 


| assure you. 


_ IL spotted quite a nice little job 
in the Sunday paper publishers’ 
announcements from Thames and 
Hudson. I am not saying that 
script is the most remarkable in 
the world, but it is a change. It 
reminds me slightly of Professor 
Schneidler’s Legend or Reiner 
script. 

You will appreciate I am all 
for experiment. Without it every- 
thing becomes stale. In adver- 
tising it is absolutely essential. 
Of course, there are the pioneers 
and there are the camp followers. 
So any criticism I make of the 
experimenters should be tem- 
pered with the knowledge that I 
am all for them. Here, for ex- 
ample, is an experiment that did 
not come off. It also denotes, | 


| feel, that the designer was not 
' very sure of his medium. 


1 refer 


GAEGER 


Go to your nearest 


i 2a hoes ee are LTD 44 tar ~ Ta! =. 


This Jaeger advertisement tries 
something different. 


to the “Maxwelle Originals” skirt 
advertisement which appeared in 
two forms not so long ago. | 
feel they might have come off in 
the glossy pages of Vogue but 
not on cheap newsprint. The first 
and narrower version had me 
guessing for a time. It was so 
blurred that at first I thought it 
was some eccentric advertise- 
ment featuring the sky with a 
small cloud. I then saw the vague 
outline of a woman's leg below. 
and realised it was for skirts. 
The type being used in this is 
far too thin and narrow for news- 
print. In fact it is not type, but 
hand lettering based on a sort 
of Bodoni and the finer lines 
have just not come out. 

A daring, useful, experiment, 
but I am afraid it indicates lack 
of knowledge on somebody's 


part. 
How to do it 


In September I commented on 
the amusing Cadbury advertise- 
ment for their Golden Pod 
Chocolate rooms, which faith- 
fully reproduced the flavour of 
eighteenth-century typography 
battered types, lack of alignment 
and everything. I asked how it 
was done: Kenneth R. Hollick. 
the man responsible, now tells 
me. He says: “The answer is 
quite simple. The job was 
wanted in a great rush and the 
best way I found to get this 
effect for the client's rough was 
to hand draw the lettering and 
border five times larger and then 
have it photographed down to its 
small size. This proved to be so 
successful that the rough was 
used as finished art work and 
one line block was made of the 
whole.” 
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ERNEST BORNEMAN yc iomeman knows his movie 


recently appointed Director of business’’ (HARPERS MAGAZINE NEW YORK) 


Wrote, directed and produced over 70 films between 1935- 

Alfred Pemberton’s T/ V Division 1954. With Criterion Films, M.O.1. and others from 1936- 
1940. Producer, National Film Board of Canada 1941-5, 
Co-ordinator of International Film Distribution for Canadian 
Government, 1945-7. Head of UNESCO Films Division, 
Paris 1947-9. LATEST BRITISH FEATURE FILMS: “ Bang You're 
Dead !”—“ Best of the Week,” said Sunday Graphic, “ Face 
a ‘ The Music” A tremendous thrill.” re_evision :“ Tremolo” 
ons ge mame fer documentary and educational for C.B.S. New York-—“Some of the slickest production, 
acting and dialogue yet seen on Video"’ ( American Variety). 

scripted feature films which won the critics’ — “Four o'clock in the Morning Blues.” (8.8... Television) 
West End showing» : “ Most fascinating experiment of the week "’-—/( Bristol Evening 
World). Has scripted 73 radio programmes over 12 different 

written popular radio programmes networks. BEST SELLING Novels: “ The Face on the Cutting 


: E Room Floor” (over 200,000), “ Love Story” and “ Tremolo.” 
written hundreds of articles and 3 best selling novels in Wrote many experimental T/V Commercials and Shopping 


U.S.A., Canada, United Kingdom and France. Guides in Britain during the last year. 


is one of the very few men in this country who has 


¥% written as well as directed live T/V and T/V films in the 
U.S.A. and in this country 


ALFRED PEMBERTON LTD., Television & Film Division, 22 WOODS MEWS, PARK LANE, W.1 
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Many good things to eat originate 


in Bath— Bath Olivers, Bath 
Chaps, Bath Buns — sufficiently 
popular to have quaint jokes made 
about them —and to form the 
basis of many healthy industries 
in the Bath area— industries which 
are partly responsible for the 
steady prosperity of the city and 
its adjoining counties. 


This prosperous pocket of popu- 
lation should not be neglected in 
any national campaign. 


It is easily tapped through the 
Bath Chronicle which, for 10s. per 
s.c.i, gives you positive “blanket” 
coverage of the whole area. It's 
the only evening paper printed in 
Somerset, and sells 14 copies for 
every house in the city, with an 
extensive circulation in the county 
areas of Somerset and Wiltshire. 


You can’t cover the West 
properly without the 


The ONLY 


Ip 0 berry 7 


+ + « then’you need 


AUTOTYPE’I53 


WATER SOLUBLE 
SCREEN 
FILLER 
It has all the economy, convenience 
and versatility of Autotype 752 but 
dries much more quickly to a tough, 
flexible film without the use of heat or 
Sans, resisting all screen paints and sol- 
vents other than those containing water. 

SAMPLE (2 ox.) 2/- 

| PINT (0.57 lic.) 17/6 


*AUTOTYPE 

The Photo Stencil Specialists 
Autotype Company Ltd., Brownlow 
Road, tuum W.13 


DISPLAYS 


97 SHIRLEY ROAD. CROYDON 
AODISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN + SHARP 


/PEEDY SERVICE 
\ EXPRESS £ 
MOELiviRy 


| neglect the 
| is made an 
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The Screen Printing Process 


Point of sale boosts with 


silk screened cut-outs 


A screen 


point of sale cardboard cut-out 
invaluable link in the chain of retail distribution. 


an 
is article 


by HERBERT A. SAYER, sales manager, Display Craft Ltd., 
points out where the advantages lie in their use. 


Dew" at the gate of the 
city the trader displayed 
his wares and made his point 
of sale display to catch the eye 
and to seal the sale with the 
merchant from afar. All the 
trader’s advertising was con- 
centrated at the point of sale. 
Should he leave the city gate, 
the sheep gate or the potter gate, 
the fish gate or the water gate, 
he would still advertise at the 
int of sale, for he would cry 
is wares through the streets of 
the city, having his goods with 
him—at the point of sale. 
So to-day the display at the 
t of sale is of paramount 
portance in modern adver- 


Service to advertiser 


The national advertiser's cam- 


| paign will include various adver- 


media—but it must not 
lace where the sale 
the goods bought. 
Posters, press, showcards are all 
good advertising media but a 


tising 


| point of sale — which in- 


corporates the 

the ideal job. 
This is where screen printin 

for cardboard cut-outs can be o 


product is 


| great service to the national! ad- 
| Vertiser and the stockists. 


An allocation devoted to this 


Designed to pack flat for easy distribution, this quickly erected 


end will be well spent and for 
the following reasons: 

(a) A sereen printed card- 
board point of sale cut-out is 
inexpensive because the i 
is printed direct on the card. 
og case = other processes it 

enerally prin on paper 
onl then mounted on the 
board. 

(b) It is designed to focus 
the attention of the prospective 
buyer on your product in the 
store where the product is 
obtainable, because a screen 
printed job means a job with 
maximum colour appeal—and 
colour, of course, attracts the 
eye. With the eye appeal the 
potential customer steps into 
the shop to seal the sale with 
the man behind the counter. 

(c) A screen printed point 
of sale cut-out means a 
quickly produced quality job. 

(d) Screen printed cut-outs, 
posters or showcards are the 
ideal short-run medium because 
the make-ready is reduced to 
a minimum. Furthermore, the 
price factor is in its favour 
since there are no expensive 
colour blocks. The national 
advertiser can therefore readily 
see the great advantage that 
the screen printing process can 
give in the testing out of a 
new product in a small area— 


@ Continued on page 318 


cardboard silk screened sales aid for Brand's Al food products, was 
created, screen printed, and cut out by Display Craft Lid. Great 
speed is possible in the production of such point of sale items with 


the silk screen process. 
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The guaranteed exchange service for 


SMITIIS instruments & accessories 


Every day from the well-equipped arid highly 

organised production lines at Display Craft, quality 
three-dimensional displays are being sent 

far and wide for the sale of British goods. National advertisers in 
many industries are using our mechanised screen printing 

service for the superb production of their display material. 

We can assist you too in your drive for higher sales. Why not 
call us in when discussing that next point-of-sale problem ? 


Display Craft Lad 


88 ACRE LANE - LONDON - SW2 | BRIxton 7871/4 
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Odhams will publish on November 8 
THE BIOGRAPHY OF 


VISCOUNT 
SOUTHWOOD 


By R, J. Minney 


One of the most remarkable human stories of the 


present century, this 


biography of 


Viscount 


Southwood tells of a one-time sixpence-a-day 
errand boy of humble origin and scanty education, 
who, by his courage, enterprise and imagination, 
transformed a tiny printing shop with a staff of 
three into the vast Odhams Press printing and 
publishing organization and, who, rivalling his 


business success in 


the field of philanthropy, 


helped, in his lifetime, to raise over twenty million 


pounds for charity. 


Here, told for the first time, 


is the story of a man of rare ability with the even 
rarer attribute of a kind heart that neither hardship 
nor success "could change. 


piece and 64 pages of photographs. 


From All Booksellers 


IN YOUR 
EAR 


More and more National adver- 
tisers are finding that the pulling 
power of the Home Counties 
newspaper group is amazing, 
whether for seasonal adver- 
tising or a test campaign. 


HOME COUNTIES 
NEWSPAPERS GROUP 


= 45/- 


$/COL 
INCH 
ABC Sales 132,860 copies 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Pleet Street, £.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 


TRADE 
FLAT 
RATE 


9 weighs onl 
| 


| bined model illustrated forms a 


| 


With full-colour frontis- 


Twenty-five Shillings net 


SUPERSCOPE 
REDUCER 


Copies of objects, posters, art-work, etc., 
can be made to any red scale. Trouble 
free and economical. Portable and com- 
12 th., size 12° «x 11". 
he SUPERSCOPE can be operated in 
conjunction with or independent of the 
SUPERSCOPE ENLARGER. The com- 
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e SCREEN PRINTING PROCESS — continued 


An excellent example of a 3-d cardboard unit displaying the product 


at the point of sale. 


This unit was originally designed by the advertiser 


for manufacture in plywood, but was eventually screen printed in black 
and gilt direct on to cardboard to pack flat for easy transit. 


or an old product in a novel 
uise in a new area. 
hen the trial campaign has 
successfully terminated, possibly 
revealing the need for a slight 
alteration of copy and design, 
these adjustments can be carried 
out very simply if the silk screen 
studio has been put to work. 
The main campaign can then 
begin. 


Full campaign use 


Here again screen printed cut- 
outs are also the ideal medium for 
a full campaign because with the 
advent of mechanisation in the 
modern screen printing factory, 
long runs are possible at com- 
petitive prices. So, for a quick, 
quality, quantity job the screen 
printing method has a lot to 
commend it. It must, further- 
more, be remembered that silk 
screen colours are excellent. By 
almost any other printing process 
the inks are transferred from 
rollers or printing blocks while 
the screen printer uses actual 
paint which is squeezed through 
the silk printing screen. Thus 
durability and outstanding colour 


| values are ensured. 


Reasons for satisfaction 


unit and allows every angle of a job to be 
undertaken. 


Details from : 


SUPERTOOLS(195 1) Lid. 
Delta House, 30 Fauconberg 
London, WA, Chiswick 0384 


Rd., Chiswick, 


Stockists are appreciative of 
the service rendered by a sup- 
plier providing silk screen 
material and for these reasons: 

(a) The screen printed point 
of sale cut-out tends to dispiay 
goods to the maximum advan- 
tage. 

(b) A stockist will ask him- 
self, “If this cut-out will dis- 
play the goods will it also help 
to sell them?” Without a doubt 
his answer will be: “This dis- 
play has attracted me, it will 
attract others.” 

(c) He will see that your 
point of sale display can be 
quickly erected—thus saving 
window dressing time. 


This was the stand organised by 
the Display Producers and Screen 
Printers Association at the 
National Display Exhibition. The 
three sided screen was arranged 
against two walls and consisted of 
applied slats of polished Honduras 
cedar on a black ground. The 
eight “porthole” display windows 
were brilliantly lit by tungsten 
strip lighting. The framed copy 
panel gave the aims and objects 
of the association. Designed by 
E. H. Price the stand was built by 
Ace Associated Woodwork Co., 
Ltd. 


To give satisfaction to the 
stockist is the aim of every 
national advertiser. For the 
stockist the aim in turn is to 
give satisfaction to his buyer. 

A screen printed point of sale 
cardboard cut-out provides an 
invaluable link in this chain of 
service and satisfaction; for it 
shows the product, points up the 
selling area and satisfies the 
national advertiser, the stockist 
and the customer. At each step 
a satisfied buyer is changed into 
a satisfied customer, one who 
having sealed a good sale with 
good service, comes again and 
again. 
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THE ORIGINAL SELF-ADHESIVE PLASTIC 
ZELL-E WINDOW STICKERS 
* Sole Licensees: Patent No. 627881 for Windows, Doors, Display Counters 
THE MODERN METHOD OF WINDOW ADVERTISING e NO GLUE REQUIRED « JUST PRESS THEM ON! © ALL SIZES AVAILABLE 


* For the guidance of manufacturers, distributors and users of advertising matter, notice is hereby given of the existence of the above Patent. 


JACOBEAN 
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Fhatet ae GAY 


Because every worthwhile journalist has respect 
and affection for the small independent newspaper, 
he is glad to see a man like W. Geoffrey Smith as 
president of the Newspaper Society. The “Eve- 
sham Journal”—six years short of the hundred 
mark—ais not large, and it is independent. 


It is published by W. & H. Smith, Ltd. (note 
that “&”!), from whose founders the present Mr. 
Smith is third generation (and third Wilham),. 
Now §0, he joined the firm in his teens, learned to 
work a lino, was secretary at 23, and has been 
through the mill on the managerial side. His firm 
runs on a Christian-name basis, not in the slick 
modern fashion, but because it is one of those 
genuine family businesses. Long may they flourish! 


One has to earn the presidency of the Newspaper 
Society. Among the ways in which Mr. Smith 
earned it was by being, for about 13 years, secretary 


Portraits 
by 
BARON 


Specially taken for 


ADVERTISER’S WEEKLY 


of the Three Shires Newspaper Society, and its 
councillor on the Newspaper Society. With his 
background, it is not surprising that he is a staunch 
champion of the independent journal. Also, he 
confesses to a hope that his year of presidency may 
be remembered as the one in which newsprint 
controls were finally abolished. 


During the war he was in the Observer Corps— 
seaborne on D-Day. Pleasant rural touches crop 
up in his conversation—about the parish council 
work he used to do; about how he unshod his 
daughters’ ponies the other day; about how he 
helped to found short-lived rugger clubs, and his 
regrets that the game does not seem to catch on in 
the Evesham country. Small things perhaps—but the 
conversation of a man whose roots are deep in the 
life of his community. 


CONTACT. 
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taste the cream 


This is a Rotair... 


A Rotair is a revolutionary development of the 
‘abstract’ mobile. Like the original mobile it 
possesses the free power and fascination of 
perpetual motion. Unlike the ‘abstract’ mobile, 
however, the Rotair makes practical use of free 
movement and original design to animate a sales 
message. The Cadbury ROdtair illustrates the 
strong visual impact of ‘‘ ROtair design.” 
Perpetually powered by air currents, it 
becomes a brilliant point-of-purchase animated 
display — at showcard cost! Today more 
than a million ROtairs are selling every 


type of product in 30 different countries. 


A few of the world famous ROtair users include 
British Thomson-Houston Co Ltd * C WS Ltd 
Cadbury Bros Ltd ~° Gillette Industries Ltd 
Thomas Hedley & Co Ltd * Hoover Ltd * Hovis Ltd 
J Lyons & Co Ltd * Ronson Products Ltd 
Schweppes Limited * Shell Petroleum Co Ltd 
Spratt’s Patent Ltd * Trans-Canada Airlines 
Time-Life Inc ' Messrs WD & HO Wills. 

Let us show you how we can translate your sales 
message into our medium. For further 
particulars and samples please contact The 
Miles Griffin Company Ltd, 4 Seaton Place, 
Hampstead Road, London NW1, Euston 3941/2 


Rotair animation sells at showcard cost 
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Photography in Advertising 


Photograph of the Month—7 


The entry that press- 


ganged the judges 


I is strange that advertising, 
of which so large a part is 
addressed to women, should 
call relatively few of them into 


consultation as advisers. 
Stripped of the talk about 
“women's angles” (whatever 


they may be) those who say 
that it takes a woman to 
understand a woman must, one 
cannot help but believe, still 
“have something.” No mere 


man can ever hope to under- 
stand a woman fully. 


All of which is prompted by 
the welcome fact that this month 

for the first time since Apver- 
TISER’S WEEKLY Started its quest 
for the Photograph of the Month, 
the selection panel found itself 
virtually press-ganged into select- 
ing a superb photograph--by a 
woman! The pressure was 
exerted not by the advertising 
agency concerned—-Erwin Wasey 


In the first issue of 
each month ADVERTISER'S 
WeeEKLY is publishing an 
outstanding commercial 
photograph chosen by a 
selection panel comprising 
a nominee of the Institute 
of British Photographers, 
the Editor of ADVERTISER'S 
Weekty and John Heron. 
Photographs should be sert 
to the Editor and the test of 
eligibility is simply this . . . 
is the photograph selling 
something? 


modest 
Sandys Walker 


and certainly not by the over- 
Nancy 
but by the wives 
of the members of the panel, who 
thrust copies of an issue of the 


photographer 


@ Continued on page 320 
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W oman 
in 


photography 
By JOHN HERON 


ras OMEN seem to have 
gone out of photography 
except, in a small way, por- 
traiture,” said a_ fair-haired 
attractive woman in the dis- 
tinguished 40s, sitting easily on 
a comfortable settee beneath a 
large oil painting of herself 
at 19. 


I noted that here was a woman 
whose understanding of life had 
kept pace with her years and said 
that it indeed seemed a pity that 
there were not more women 
photographers especially in 
advertising. This woman with 
two careers . . . at this moment in 
her role of wife of one-time 
L. P. E. and S. H. Benson, art 
director Peter Hatch, now of the 
Council of Industrial Design . . . 
was squeezing a mid-morning 
interview into her busy Saturday 
(as wife, and mother of two 
under-fives) and was discussing 
her “other self.” 


Fashion and advertising 


For about 50 per cent of her 
week is spent as Nancy Sandys 
Walker, operating a highly suc- 
cessful practice at Scaionis Studio 
in Marylebone Mews, London, as 
a fashion and advertising photo- 
grapher—perhaps the best woman 
fashion photographer in the 
British Isles. 

“It may be that women do not 
take too seriously a career which 
they realise must mean a long and 
often disillusioning apprentice- 
ship. Or is it that the old- 
fashioned idea that men must de- 
sign women’s clothes, and so pre- 
sumably men must photograph 
women's clothes too?” 

Miss Sandys Walker is not sure, 
although she admits that it takes 
a certain amount of courage, as 
well as a great deal of diplomacy 
to run parallel careers. Her 
work is ordered so that she can 
walk out of her studio at the pre- 
arranged time, to return to Ken- 
sington and her children, despite 
the inevitability of “urgent” jobs; 
clients, by some miracle of organi- 
sation, are never thereby the 
sufferers. 

Nancy Walker believes that a 
full understanding of the prob- 
lems of the normal woman, ac- 
quired the normal way in the ups 
and downs of normal marriage, 
adds considerably to the ability 
of the creative photographer 


whose work is to illustrate adver- 


@ Continued on page 320 
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Hight 44 MI °” HPS 

Once again the Advertiser’s Weekly judges have awarded top marks 
to a picture on Ilford HP3. Walter Hiller (Hiller and 
Swatton Studios Ltd.) used three H P 3 negatives for this brilliant 
composite illustration for British Railways (Agents, Alfred 
Pemberton Limited). The panel unanimously selected this original 
conception for their fourth ‘Photograph of the Month’. 

- The striking success of the illusion is the result of faultless 


technique allied to the remarkably consistent character of this 
outstanding negative material. 


ILFORD LIMITED ILFORD LONDON 
Trade Showroom : |06/107 High Holborn, London, W.C.1 Telephone: HOLborn 340! 


ADVERTISER'S WEEKLY 


ILFORD 


PLATES AND 
FLAT FILMS 
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Its a hard life 
for an old type! 


It's been in use for many years now — in and out 
of the case time after time for displayed advertisements, 
for headlines, for book jackets — it’s stood up 


to it well, but you can’t expect it now to give as good an 
impression as new type cast afresh for every job. 
It's due for honourable retirement. 


But if you specify ‘Monotype’ faces, though, your 

printer doesn’t need to use type over and over again 

until it’s worn out and battered — he finds it much more 
economical to cast it up fresh each time. Then you, the 
typographer, get the benefit of really crisp impression, plus 
the unequalled range of fine ‘Monotype’ faces. 

What's more, your printer can hire display 

matrices of a very wide range of ‘Monotype’ faces, 
whenever you want something different. 


Specify Monotype* faces every time 


* REG. TRADE WARK OF 


THE MONOTYPE CORPORATION LIMITED 


Reg. Office: 55-56 Lincolns lan Fields, London,W 2. Head Office & Works: Satlords, Sy. 


G.F. KRUSE 
LTD. 


POM HOLBORN sehe 


Or Banwlactured ty 
COLTER & SOUTHEY LTO 
O@ TOONS COURT CURBTOA WT @cs 


COLYER & SOUTHEY 


5 " WELBECK 6655 
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human pictures of human beings 
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PHOTOGRAPHY IN ADVERTISING — continued 


tisements directed mainly at 
women. She is deeply interested 
in fashion yet does not allow her 
personal interests and fashion 
preferences to sway her judgment 
in matters of the presentation of 
clothes in what she conceives to 
be the most sales-creating manner. 
Some men are sceptical about 
woman's ability to form unbiased, 
detached judgments on matters 
touching them so closely; but let 
them do battle with Nancy 
Walker ! 


No standard formula 


How does a woman become a 
top fashion photographer? There 
is no standard formula. To 
Nancy Walker, the war presented 
an almost unsought opportunity, 
but there was no element of 
“luck,” for when opportunity 
came, she was ready for it. From 
original training as a painter, she 
acquired a sense of form and tone 
values which has since proved 
invaluable—though not in the 
medium originally intended. 
Finding slender chance of earn- 
ing a steady living from painting, 
she took a pre-war job with 
Norman Parkinson in a_ secre- 
tarial and general - assistant 


A brilliant and characteristic 
study for John Haddon Lid. by 
Walter Hiller, of Hiller & Swatton 
Studios, London, The lighting is 
excellent. 
capacity. Her father was a keen 
amateur photographer, and from 
* Continued on page 321 


PHOTOGRAPH OF THE MONTH. continued 


Daily Express beneath their hus- 
band’s toast-consuming mouths 
one recent breakfast-time and 
said, “Now there really is a 
photograph that deserves to have 
a page to itself in ADVERTISER'S 
WEEKLY.” 

Of all the photographs that 
have appeared on the table at the 
monthly selection sessions, none 
has aroused nearly so much 
appeal as this print of a young 


“and the Grow‘ Maiden daaomite SO 
cosy. warmth.” aes 


oe 


The “Photograph of the Month” 
| as it appears in the advertisement. 


mother and her child enjoying a 
fairy story session . . . made even 
more fun by the cosy Dormy 
blanket. The emotion springs 
more than anything perhaps from 
the unsophisticated charm of the 
young - mother model (who, 
Nancy Walker deeply regrets, has 
since retired from modelling after 
her marriage to an advertising 
man). At least she will have the 
satisfaction of having contributed 
to a near-classic of advertising 
photography. 


Critics who have commented 
that the girl looks too young to 
be the mother of the little bow- 
haired lassie may be right. But 
this form of photographer's 
licence is excusable enough in a 
shot which is im every way 
delightful, and insistently com- 
mands attention. Miss Sandys 
Walker has been remarkably 
successful in keeping a reasonable 
degree of emphasis on the pro- 
duct concerned—the soft tex 
tured Dormy blanket — while 
drawing attention to the adver- 
tisement as a whole by the use 
of two outstandingly attractive 
models. Not an easy compromise 
to arrange, and one in which Miss 
Walker has broken away from 
certain standard “rules” of com- 
position. The touch of whimsy 
in the main display line “and the 
Snow Maiden dreamt of soft cosy 
warmth .. .” is well in keeping 
with the feeling of Miss Walker's 
picture—and, when ADVERTISER'S 
WEEKLY showed it to her (she 
had not previously seen the 
advertisement in its completed 
form) she was the first to express 
approval of this pleasant unity of 
interpretation as between copy- 
writer and photographer. 
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PHOTOGRAPHY IN ADVERTISING—cond. 


7 Navy was invited to help launch the new high-powered Aldis 
long-range daylight signalling lamp. At the press demonstration 
held on board the “Wellington’’-—the floating livery hall of the 
Honourable Company of Master Mariners—the signal Wrens were an 


attractive feature. 
papers carried photographs. 


Besides appearing on a television newsreel many 
Wren Valerie §. Lomax recently graced 


Reuter's Fleet Street window display. 


childhood she had helped him 
with developing and printing his 
films; hypo was fairly in the 
blood. At that time, however, 
she felt no particular call to 
photography. At least, however, 
the Parkinson job proved to be 
an entry into the world of pro- 
fessional photography and later 
she spent a short time with Shaw 
Wildman, whose creative genius 
has proved to be the sparking 
point of a number of other pre- 
sent top-liners. And it was Wild- 
man who persuaded her, almost 
against her better judgment. to 
“have a go” at photography. 
A long road 

In 1940, the war had taken 
heavy toll of male photographers, 
and Harpers invited her to work 
for them. So began a long road 
of experiment and _self-tuition 
which led to a valuable working 
association with Scaionis, and to 
her present position as a free 
lance whose time is happily and 
busily filled with the creation of 
studies for advertising and 
fashion, as hall-marked as the 
icture commissioned by Mrs. 

ary Bates, art group head of 
Erwin Wasey, which won this 
month’s ADVERTISER'S WEEKLY 
Photograph of the Month award. 


a . * 
OW does a top advertising 
photographer spend his 


spare time? In the case of 
George Miles of Westminster .. . 
in boat building. Morespecifically, 
in building a 124-foot dinghy. 
Designed by Dick Wyche of Not- 
tingham, George Miles’s boat is 
now sponsored by Light Craft, 
and was used for display pur- 
poses at a “Build Your Own 
Dinghy” conference called by the 
LCC Central Council of Physi- 
cal Recreation at the County Hall 


last Saturday. In addition to lec- 


George Miles himself took this 
photograph of his dinghy. 


tures by i and well- 
known helmsmen, 15 different 
types of boats built by amateurs 
like George Miles were shown, 


and a display of his photographs. 
- * * 


ECAUSE of the success of 

the 1953 photographic com- 
petition ey by the pub- 
lishers of Out of ‘Deum ‘and 
Countrygoe- another was 
organised this year. Prizewinners 
have recently been announced 
and the successful entries will be 
published in the December issue. 


KIDSGROVE TIMES 
The new successful paper 
of the 
Stoke-on-Trent 
City Times Group 


92, Fleet Street, E.C.4: Central $209 


Better than ever—the 


EROGRAPH 
A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail chem enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB). 


AEROGRAPH 


AIR BRUSHES 
THE INSTRUMENTS FOR FINER EFFECTS 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Tel: SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, €.C.1, 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-S4 except that ic is equipped 
with a large colour cup. 
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IDLANDS 


EKLY SPECIAL MARKET SURVEY 


and competitive market 


The Midlands to-day is in prosperous mood and so constitutes a market of immense 


vitality and importance. 


#rkoM the silent assembly 
shops of a once famous 
firm of motor car manufac- 
turers, whose now defunct 
product was strangled by the 
fearful grip of the industrial 
depression, Phillip Burns 
“ graduated ” to the dole queue 
and the labour exchange. Even 
now when he brings home his 
£14 a week, earned as a tyre 
builder in a local factory, to 
the house which will become 
his in two years time, he re- 
members that period and the 
constant, nagging fearful un- 
certainty which men of his 
generation underwent. 


Effect of depression 


Yet now he knows that the 
economic turbulence which 
ravished other parts of the coun- 
try with such appalling thorough- 
ness committed only minor havoc 
in the West Midlands industrial 
town where he was born and still 
lives. 


A feature of the depression and 
the subsequent convalescence of 
the industrial areas was the exist- 
ence of considerable differences 
in the levels of unemployment in 
the different regions. Certainly 
in some motor car and motor 
cycle factories there was short 
time and dismissals; some manu- 
facturers ceased production never 
to restart, while others were taken 
over by larger organisations. 
Although retaining their original 
names, they began a new chapter 
in their histories as a part of the 
expanding development of mass 
production methods. 


Equally, motor cycle engine 
designers at one time firmly 
established in Wolverhampton or 
Birmingham were to be found at 


There is the utmost confidence, moreover, that the bad 
old days will not return. 


Phillip Burns is a tyre-builder in a local factory and earns about £14 


a week. 


This is a scene showing tyres being trimmed and inspected 


at the factory of the Goodyear Tyre & Rubber Co. (Gt. Britain), Lid, 


Coventry or elsewhere as the 
business of the individual manu- 
facturer declined or prospered. 
Notwithstanding the fluctuating 
fortunes of individual companies, 
figures for the percentages of in- 
sured persons unemployed show 
that there were regions where not 
only was unemployment greater 
than in other parts of the country, 
but also where recovery to the 
same degree as the relatively 
more prosperous areas was not 
achieved. 


In this context the Midlands, 
while faring worse than London, 
the South-Eastern and South- 
Western regions, was in a better 
position than the remaining four. 
And within the Midlands region 


there were towns in which, as 
industry recovered, particularly 
with the stimulus of rearmament, 
the unemployment level was down 
to between three and four per 
cent, 


. 
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The Spotlight 
Falls on 

The Burns 
Family 


HE present econ- 

omic situation of 
the Midlands is reveal- 
ed here by our special 
research team as it is 
reflected by the every- 
day experience of a 
typical family — the 
Burns. 


Their story is pres- 
ented with the findings 
of the research team 
interspersed in italics. 
The work-a-day life of 
the selected average 
family unit is thus 
given an extra econ- 
omic dimension—that 
of the region as a 
whole. 


An accompanying table below 
indicates the wide dispersion with 
in the country and the average for 
Great Britain as a whole. 


For no. sooner had the 
enginecring and motor-cycle firms 
disintegrated in the economic 
blizzard than there arose - and 
extended new industrial giants 
(rubber, rayon and aircraft) to 
take their place and absorb anew 
the skilled and unskilled labour 
force whose world had stopped 
as abruptly as the machines it 
tended. 


Tempo of recovery 


Looking at the motor indusiry 
as a whole, from the end of 1923 
until 1929, motor manufacturers 
made good progress, and it was 
not until 1930 shat there was any 
halt Recovery in production 
took place between 1931 and 
1932, and it is probable that mid- 
1932 was the turning point, from 
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The Midlands 
Risi mily i m 
«Rising family incomes have matched 
which date the expansion of the 4 ° 9 
intuny' proceeded meheclet, NCW industries’ growth 
At the same time, activity in 
oe one opener | industries, 
the electrical manufacturing in- lation of stocks were responsible, The industry 
dustries, in shadow factories, in as the employees affected were Unlied Kingdom is Belen 
the aircraft industry and in the tyre workers with allied mainten- ~w 
rayon and rubber industries was ance and machine shop workers. ally finding new uses for the 
increasing and providing the Mid- However, figures for the produc- material, Unemployment in 
lands - a net pred son and sales of covers and tubes this section of the nation’s 
economy, ¢ up of the er (including exports), in 1953 and economy extremely 
traditional industries and the the first y Hem a 2 1954, show an sd low. 
newer and more recent ones. expansion. 


in paints, adhesives and sound 
Physically tougher game In addition to the use of natural insulation, there is a growing de- 
— - rubber, are going forward mand for latex foam rubber for 
It was in this swirling crucible to establish a synthetic rubber in- upholstery in domestic furniture, 
of the early 30s that Phil Burns dustry in Britain. The Dunlop as a backing for carpets, and also 
got a new slant on life, and Rubber Co. Lid., according to a for seating in public transport 
evolved, not without many mis- report in March, 1954, is to erect vehicles. 
ivings, from the comparatively a plant costing £500,000 for the 


ight-weight task of making manufacture of specialised types Rubber for roads 

motor-car components to the of synthetic rubber. It will have Other developments are the use 

fy mn tougher game of build- a capacity of about 2,000 tons in rubber crash doors and as a 
g heavy tyres. annually, all of which will be used material for road surfaces. Near 


In the rubber industry, by the Dunlop Co. in tyres and to Slough, two stretches of road 
although the major share of the other products. About the same containing rubber have been laid 
consumption of raw material is time, Imperial Chemical Indus- as an experiment, and similar sur- 
for tyres and tubes, new uses are tries announced plans to produce faces are being tested on the Con- 
continually — explored. The at Wilton in Yorkshire about tinent, in Canada, the United 
accompanying figures show the 10,000 tons per year of synthetic States, South Africa, India and 
consumption of rubber, analysed rubber basic materials. Malaya. All these uses are at 
by main products, in the United present ancillary to the main de- 

ingdom since the war. Developing material mand from the motor, motor- 

These figures reflect the steady cycle and bicycle industry, from 
<r in the consumption of Experiments to find new, ses” which recent reports show new 
rubber used for manufacturing for rubber are taking place;con-  oytput records. 
purposes until 1951, and the f tinually, Cyclised rubber, made And the welter of experience 
in 1952 when a depression was directly from latex rubber, and packed into this period cul- 
affecting most industries. In which has properties similar to minated one dreary March 

ovember, 1952, according to those of leather, is being de- morning in 1934 when, for better 
reports at the Dunlop Rubber veloped as a soling material for or for worse, he became a hus- 
Company, about 3,100 men and boots and shoes. In its annual band. Sinee then, Ruth, his wife 
400 women workers went on to a_ report, the British Rubber De- has played her part in absorbing 
four-day week-—both day and velopment Board refers to the the rising family income by pre- 
night shifts being affected. A progress made in persuading senting him with three children 
further re at the time indi- architects to regard rubber‘as a and from the £2 12s. a week pay 
cated a falling off in the tyre standard material for building packet with which he began 
trade and the consequent accumu- purposes. In addition to its use married life the Burns family 


Production and Sales—Selected Covers and Tubes, United Kingdom 


; 
1952 | 1953 Ist Quarter, 1954 
Total | ion | Of which Total hic 
Production| Soles | kapore |Production| Sales | a ry me 
| } | | 
New Covers »— | } 
Motor cars. | 4948-7 | 4,606-9 | 781-0 | 5,666-6 | 5588-9 | 906-7 | 1718-0 | 4,578-1 302-3 
Agricultural tract | , 636-9 69:3 | 62-6 505-2 504-7 10-6 140-3 | 139-7 24:3 
Commercial vehicles |. | 2.2819 | 2275-4 | 697-0 | 2438-8 | 2.438-5 651-3 689-6 | 673-6 | 206-3 
Solid tyres | A182 115-8 | $3 100-3 | (127-6 | 8-2 71 | 34d 2-6 
+ el 795-4 | 759-3 | 178 #108 | 797-0 | 1774 227-4 | 219-2 52-4 
Bicycle 10,531-5 [| 11,490-7 — 3,063-6 [13,2138 (13,2525 | 3785-5 | 3,774-4 | 3,548-9 | 1,198-6 
Aero 1301 12th 138-3 132-8 371 8 3-3 | ” 93 
Others 4276 15 | 82-2 473-0 | 472-3 | 43-0 | M21 | 125-5 12-8 
Raetes eave | ages ams | 571-6 | 5063-4 | 4922-0 667-8 | 1,388 | 
Agricultural tractors | 6125 | 387-1 | $42 | 475-3 | (463-3 35-9 | ie | tse | ass 
c f 1787-2 | 1,838-9 | 903-7 | 1875-3 | 1830-4 | 454-5 | 502-1 S119 | 153-8 
Moter evel 658-6 | “687-2 | 178-7 | ‘777-6 | 726-2 | 166-3 | Pi8O-O | 194-2 48-2 
Bicycle... | GATET (10,301-3 | 2.3748 | 10,463-2 | 10,881-8 | 1,930-6 | 3341-4 | 2866-9 719-0 
ae 1000 = 8 | 10-0 2-3 | 82-1 | °27-0 | "22-9 | 19-6 31 
Others |. 3164 | 320-7 | 47 349-8 | 328-2 u2 | 93-0 |) 97-9 | Hel 
| | 
Remoulded Tyres :— | 
Motor cars | 1684-1 | 1624-6 | 4 | 1618-0 | 1,736-9 40 | 408-1 383-8 1-6 
Agricultural tractors 23-5 03 | = 36-1 eS 11-8 14-4 = 
C | 662 | 63-4 | 47 61-2 | 6s | 3. 163-9 166-0 1 
43 7 | fe 10-6 25-9 - 1-9 6-7 be 
33 5 a 91 93 2-7 2-7 0-7 
Rubber Statistical Bulletin. 


M Braithwaite Létd., 
was used in the campaign 
and was exhibited at the 
recent Institute of British 
Photographers Exhibition. 
Martin, the eldest son of 
Phillip Burns, is not in the 


has crept slowly up the scale 
towards a bigger slice of the 
national income. 

According to the latest Minis- 
try of Labour figures for earn- 
ings, the average weekly earnings 
in the last pay week in October, 
1953, in the rubber industry were 
208s. 3d. for men aged 21 and 
over, of which there were 39,000 
in employment. In mid-July this 
year, total male unemployment in 
the industry in Great Britain was 
only 575. 


The family budget 


For on top of the £14 a week 
(with overtime) which Phil Burns 
brings out of the vast tyre 
works where throughout the 
year he toils on three shifts 
with 4,000 other employees, 
there are the children’s not in- 
substantial pay packets. Martin, 
the eldest son, a 20-year-old 
draughtsman in an aircraft fac- 
torp pulls in £9 a week out of 
which the family budget receives 
the generous allowance of £4. 
The only daughter 19-year-old 
Mary gives her mother £2 of the 
£4 15s. she collects each week for 
her sales work in a fashion shop. 
This leaves 12-year-old Billy, 
still at school whom the family, 


@ Continued on page 326 
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NOW OVER 


46,000 


weekly nett sale 


THE 


Walsall Observer 


(45,568 ABC. Jan-June 1954) 


‘SATURATION’ COVERAGE 
IN 
WALSALL 6(Staffs.) 


(population 115,000) 


makes the “Observer” ideal for 


TEST CAMPAIGNS 


of nationally advertised products 
Full particulars from:— 
S. F. RICHARDS, P. MOON, 
Advertisement Manager, 134 Fleet Street, 


Observer Bulidings, 
Waisali. Tel. 2137 Tel. CENtral 3913 


A 
BEMROS 


AN 
E 
PUBLICITY 


COMPANY LTD. 


WELLINGTON STREET * DERBY ~ TEL. 4929! 
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Midlands 


A one-time counter assistant in a drapery shop, Mrs. Burns now has 
a sum amounting to £17 a week on which to run the household. 
This income, plus her personal view about branded articles, makes 
her an excellent target for advertisers. A window display of this 
sort, staged by Brindleys, a store in Derby, to promote Chaslyn 
lingerie, is the kind that gets a lot of attention from her. 


because of his non-earning status, 
always laughingly refer to as 
“our drone.” 

From all these sources Mrs. 
Burns derives a total weekly 
income of £17, a vast sum to 
a woman who in her single 
days had worked for 33s. 6d. 
a week behind the counter of 
a drapery emporium. 

Her income, plus her persona! 


opinion about branded articles, 


makes Mrs. Burns a No. | target 
for the advertiser, whether 
through the media of news- 


| papers or posters, “It's like 


this,” she says, “If I buy a jar 


| of jam or a can of peas I would 


rather buy a well-known brand 


| than any other kind. 1 think 


it’s safer for the housewife and 
the branded article will get my 
money every time.” 


Noting the posters 


To improve her knowledge of 
branded goods Mrs. Burns and 
young Bill co-operate together in 


| a littl private game. Every- 


where they go they make notes 
of anything new they see adver- 
tised on hoardings or in the 
press and at the end of each 
week they compare notes to see 
who has been the most obser- 
vant. Bill usually finishes on 
top and for an obvious reason. 
In the part-wooded suburb 
where the Burns family live 
there is an almost complete 
dearth of advertisement hoard- 
ings and on the three mile 34. 
trolley bus route into the town 
centre winding through largely 
residential areas Mrs. Burns sees 
little in this line. Billy, on the 
other hand, once in town has to 
travel out again for over two 
miles to reach his school. It is 
on this stretch that he scores 
over his mother because he 
passes no less than 15 separate 


sets of hoardings on his final lap 
to school. 

Post-war poster research in the 
Midlands has tended to confirm 
the striking impact of this 
medium, on both men and 
women, in the area. One of the 
perhaps surprising tendencies dis- 
closed is the high readership 
among men. The densely popu- 
lated West Midlands conurbation, 
with its population of 2,237,000, 

@ Continued on page 328 


Along with many other people 
the Burns family believe the 
world would be a much duller 
place without advertising and 
feel that they can trust the pro- 
ducts they see advertised. They 
are especially appreciative of 
bright lights and 12-year-old 
Billy, with a natural interest in 
engineering, would doubtless 
study with attention this lamp- 
illuminated box sign which the 
Franco-British Electrical Co.. 
Lid., have supplied to the Villiers 
Engineering Co., Lid., of Wolver- 
hampton for display by their 
servicing agents. 
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A COMPREHENSIVE SERVICE FOR ADVERTISING AGENTS 


PRINTERS AND PUBLISHERS IS PROVIDED BY 
C.@E.LAYTON LIMITED 


65 LIVERY STREET- BIRMINGHAM: TEL: CENTRAL 7971 
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What to buy! 


Where to go! 
Ag What to see! 


POSTER ADVERTISING 


provides an essential service 


to the community 


Sheffields 
: Poster Advertising Contractors 


since 1852 
Publicity House, Cornwall Street, Birmingham, 3 


. ADVERTISING 


) -++ “GO” being the spirit as 
‘Sa well as the symbol of the 
Gough Organisation —a com- 
prehensive service for Industrial, 
Trade & Consumer Advertising 


TOM. (GOUGH 


AJI.P.A., M.S.M.A,, 
Registered Practitioner in Advertising 


3 13, COLMORE ROW 
eo BIRMINGHAM, 3 


he "Phone: Central 8041-2-3 


OVS Pe 


| form the biggest 
| family expenditure. 
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The Midlands 


can provide heavy coverage 
(using 16 sheet posters) in the 
ratio of 1:5,000 population, and 
medium coverage with 1:6,000. 
Throughout the Midlands, effec- 
tive support can be given to an 
area advertising campaign with 
the aid of poster experts on the 


| spot. 


The necessities of life maturally 
item in the 
The longest 
single expense are the groceries 
which never consume less than 
£3 10s. of the house keeping 
money. In fact Mrs. Burns now 


| deliberately spends a shilling a 


week more on this item. After 
noticing a small advertisement in 


| the local weekly that a grocer 
| would deliver any amount for 
this charge 


every week, she 
promptly switched her custom 
and thinks it cheap at the price 
to be saved the burden of carry- 
ing them out of town. 

There was some discussion with 


| her husband on this question. 


Phillip, always careful, wanted 
to know why she could not trade 
at the local shops. She easily 
forced the issue by pointing out, 
quite correctly, that a shopping 
centre a quarter of a mile away 
was too near to reach by bus and 
too far to walk comfortably when 
loaded with groceries. The switch 
over was practical housewifery to 
Mrs. Burns who is completely 
devoid of notions of loyalt 
traders. “Tl always buy Lens 
the one who offers me the best 
service,” she says, “irrespective 
of how long I have shopped at a 
particular place.” 


Cost of meat 


After the groceries, meat. The 
Burns being a highly carnivorous 
family, meat costs them never less 
than 35s. every week. Greens 
and other vegetables account for 
25s., fish 12s., soap, polish and 
cleansing materials generally 
7s. 6d. Television instalments 
take up 12s. 6d. and the bigger 
articles of laundry 5s. 

As regards retail spending, 
Board of Trade figures show that, 
by value, the percentage increase 
in sales in the Midlands in July 
as compared with a year ago was 
higher than the national average. 
The table on page 330 gives a 
comparison for the Midlands 
with Great Britain as a whole. 

In addition to this regular 
expense Mrs. Burns pays off the 
mortgage on their Pom -up-and- 


A display of the latest radio and 
gramophone models such as here 
presented by HMV always gets 
attention from the Burns family. 


three-down semi-detached house, 
bought for £450, in 1937 ; repairs, 
rates, electricity and gas bills 
and insurance. 

The rates are one of Phil 
Burns's major moans. 

He complains, rightly or 
wrongly, that the number of 
employees in the town hall has 
increased Ph 2 ner since 
before and swears 
emphatically chat all you can 
hear in the building between 
9.45 and 11.15 each morning is 
the whistling of kettles. Asked to 
substantiate this he retorts that 
a policeman friend of his tells him 
the kettle noises even disturb the 
smooth working of the borough 
courts on occasions. 

Ministry of Labour figures 
show employment in _ Local 
Government Service as follows. 
The figures in each case relate to 
the month of June. 


Although higher than in June, 
1948, the total has steadily 
declined during the past six years. 


@ Continued on page 330 


Consumption of Rubber in the United Kingdom 
(°000 tons) 


1952 1953 
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We are pleased to be the first Engravers to take advantage of 
2-way Radio Control. All our Midland Representatives’ Cars 
and our Vans are now equipped with radio so that we can 
further improve our substantial Calling and Delivery Service. 


There are many other advantages gained by those who use us 
as their BLOCK MAKERS or for ARTWORK and 
PHOTOGRAPHY. 
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V. SIVITER SMITH & CO. ETD. 


SIVITER HOUSE - MOSELEY ST - BHAM -12 
Telephone - VIC, 3211 (Stimes) 
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BIRMINGHAM 
NEWS SERIES 


Certified net 


SALES 
NOW 
EXCEED 


34,760 


and only 


146 


per single col. inch 
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oa? See 


Five old-established family weeklies 
selling in and around the second city 


BIRMINGHAM NEWS SERIES 
143, PLEET STREET, E.C.4 


Telephone : CENetral 2665 


Advertising 


| purchases o 
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Gas, coal and electricity eat 
into the family budget to the 
extent of 25s. a week. The main 
cause of this is the immersion 
heater which Mrs. Burns saw 
advertised at the local offices of 
the Midlands Electricity Board. 
Though agreeing that it is much 
more convenient to have hot 
water in a fraction of the time 
as supplied by the former worn- 
out grate, it has certainly made 
a startling difference to her elec- 
tricity bills. 


Hesitates to spend 


Martin, who claims an exten- 
sive knowledge of such matters, 
insists that the fault lies with the 
unlagged hot water tank. He has 
repeatedly shown his mother an 
advertisement of a glass and fibre 
lagging material, but she hesitates 
to make the further expenditure 


| of some £4, which it entails. 


All the family, except father, 
are fond of clothes. He is con- 
tent to make a new suit last him 
between eight and 10 years, 
but the remainder of the house- 
hold (largely through the nylon 

¢ Mary, the indefatig- 
able stocking buyer), get through 
an average total of £3 a week on 
clothes. 

This sounds a lot but Mary 
pleads guilty to being the chief 
offender after her exasperated 


| mother had kept a careful check 


for three weeks on the girl's ex- 
penditure. No one was more sur- 


_ prised than Mary when it was 


proved conclusively to her that 


| she was averaging an expense of 


The Midlands 


Mary Burns enjoys advertising films. She thinks people are swayed by 
them. Above is a scene from “ The Magic Countess,” 
duced by Pearl & Dean, Ltd. for County Perfumery, Ltd. 


£1 a week on “nylons” alone ! 

Apart from the increase in the 
value of sales in July, 1954, as 
compared with a year earlier, an 
increase which is higher in the 
Midlands than in Great Britain 
as a whole, the growth in weekly 
sales of non-food merchandise 
was, in fact, greater than in 
any other region. And for all 
merchandise, the increase in sales 
in July was lower only to London 


ae 


NovemsBer 4, 1954 


the film pro- 


and the South of England; as 
regards cumulative weekly sales, 
the increase in the Midlands— 
February to July, 1954—was as 
high as in the South of England 
and higher than in any other 
region. 

If Mrs. Burns and young Bill 
are the poster fanatics the news- 
paper and small classified adver- 
tisement sphere is the field of 
Martin and Mary. This pair read 
hungrily every conceivable type 


a purposefully P e Changes in Retail Sales Value of _advertisement_in the town's 
and G Britain newspapers. Chief of these are 
: lied diands reat Bri the Express and Star which, in a 
4 app town whose population is round 
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to do some shopping (she was most particular). She wanted to buy 
some very special lace for a Ball dress. She chose some exquisite 
feathery stuff and said to the assistant ‘1 suppose this is French’. 
‘ French, madam?" he drawled with Bond Street hauteur, * No, this 
is the finest lace in the world. It comes from Nottingham.’ 


MORAL; What you need may be on your doorstep. Rex Publicity 
for example. An experienced, enthusiastic, complete advertising service 
at 13 Victoria Street, Nottingham. We are proud to advertise some of 
the best products made in the heart of England. - 


Rex Publicity Service Limited, Registered Practi- 
tioners in Advertising, 13 Victoria Street, Nottingham. 
Tel: 41918 


London Glasgow Edinburgh 


For Complete POSTER 


Coverage 
of the 


POTTERIES 


Consult :— 


THE STOKE-ON-TRENT 
AND NORTH STAFFS. 
BILLPOSTING CO. LTD. 


11-13 GOODSON STREET, 
HANLEY. 


ADVERTISER'S WEEKLY 


NORTH sar N 


“eRe 


YOU CANNOT 
COVER THIS 
AREA, WITHOUT 
THE 
WEWSLETTER 


_ Head Neh OWE Mill Street, Willlbeer. Startand 
London Office : H.C. Blanchard, 134, Fleet St 


JOHN TOMLINSON 
(Processes) LTD. 


or 
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ERSKINE STREET, LEICESTER. Tel. 21593 


FOR HIGH QUALITY — 
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In the “Heart of England” 


HINCKLEY TIMES AND GUARDIAN 
Net Sales 13,039 ABC Certificate 


Every week the circulation increases. 
Immediate Population: 


Urban Area — 39,0886 
Rural District — 25,250 


Hinckley is one of the world’s greatest nylon and silk stocking 

centres, Boots and shoes are also manufactured extensively in the 

area. The newspaper covers the Bosworth and Lutterworth 
agricultural districts 


Advertising Rates on application to: 
wesaae 24 Ag wrs AND GUARDIAN 
7 Satie. Phone: 243 Hinckley 


London Office: 80 Fleet St., London E.C.4. Phone: Central 7500 


SS a a 
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Some agree with us, some disagree. Those who agree buy 
us to have their views confirmed. Those who disagree buy 
in the hope they can catch us out. But all buy. 


Who are wel We are the 
MELTON MOWBRAY TIMES 
LEICESTERSHIRE 


it’s worth advertising in a paper that 
is read, isn’t it? 


Melton products such as pies, water pipes, dog food, cheese 
and plastics go all over the world: so does the Melton 
Mowbray Times. 


The Burton-on-Trent and 
district Weekly with real 
pulling power. 


To ensure full coverage in any adver- 
tising campaign embracing the busy 
Midlands you MUST include the 


BURTON CHRONICLE 
NREDOM | nuaiens wabhanadt maton 
GNISITREVDA 


five counties. 
Head Office: 
41/43 Fazeley St., B'ham. 5 
Tel. MID 0164. 


NEERCS-KLIS 


You see, we know our job | | 
backwards. From production | | 
to initial design. More and 
more Advertising Managers 
are getting to know our name 
backwards, too. 


London Office : 
53 FLEET STREET, E.C.4. Tel. CEN 4968 
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The Burns family could scarcely avoid noticing this Claudgen neon 
lighted building of the Midland Counties Dairy Ltd., in Birmingham. 


The name _ signs 


there are close on 100 weeklies. 

Readership figures published this 

year show that the proportion of 

adults reading at least one weekly 

is over 50 per cent of the adult 

| population, a proportion which 
is little short of the national 
average. 


Studying the columns 


Using these two papers as their 
“main meal,” Mary and Martin 


| | spend a fair amount of time 


“advertisement scanning.” A 
| radio enthusiast, Martin is always 
on the look-out for any bargains 
in that line, and from parts adver- 
tised cheaply has built up many 
a bargain for sale at a subsequent 
profit. From his remaining £5 a 
week Martin, a heavy smoker, 
spends £1 17s. 4d. each week on 
cigarettes. Anything left over 
pays for clothes and footwear and 
a very occasional half-pint. Holi- 
days cost him little as he uses his 
push- -bike for some extensive yet 
inexpensive touring. Most weeks 
he says he saves about £1. 

Martin also has supreme con- 
tempt for the unadvertised com- 
modity, this time from personal 
experience. 

He remembers a _ disastrous 

period of three weeks when he 
| neglected a promised holiday and 

tried to sell vacuum cleaners. He 
says of that incident : 
i “I worked harder in that 
time than at any other period 
of my life. Usually I got a 
| cordial reception and _ the 
vacuum cleaners were cheaper 
than most of the well-known 
makes. But the result was 
always the same. Women just 
would not buy because they 
had never heard of the make 
of the article I was selling. I 
| did not sell a single one.” 
Mary's main _ relaxation _ is 
THE STAFFORDSHIRE COUNTY PAPERS 
STAFFORDSHIRE ADVERTISER 


Fridays (Est. 1795) Price 3d. 


and 
STAFFORDSHIRE CHRONICLE 
Tuesdays (Est. 1877) Price 2d. 


COMBINED RATE FOR TRADE DISPLAY 
8 - per bry Column inch 


id Office 
3” @anal Street, Stafford 
Phone : 692/34 


London Office 
P. Moon, 134 Fleet St., E.C.4. 
Phone: Central 3913 


have 24- inch block letters. 


dancing, and once a week she 
visits the local theatre to see the 
repertory company. The theatre 
visit alone costs her at least 
4s. 6d. for a ticket in the dress 
circle and 6d. fares. With danc- 
ing, she calculates this enjoyment 
lets her in for about £1 a week. 
Extravagant in some ways, Mary 
counts the coppers in others, 
although she does not save, and 
never attempts to except for a few 
weeks before her annual holiday. 
Then she struggles desperately to 
acquire the needful in time. Her 
stock answer to all queries about 
her financial position is, “I'll 
manage.” 

Fares for all the working 
Burns’s are a considerable item. 
Martin and Mary, who work out 
of the town proper, spend around 
6s. and 7s. every week in this 
way. Father, who does not have 
so far to travel, spends 5s. 


Local press used 


Phillip and his wife “don’t go 
much on the theatre,” but manage 
to visit the local cinema once a 
week. Here, again, the local 
press comes in useful, being care- 
fully studied for starting times, 
etc. On the national side, they 
take two daily papers every day 
as well as three Sunday papers. 
They are fonder of reading the 
papers than listening to the radio 
or watching TV, except when 
there is “something really good 
on.” Mother sums it up by say- 
ing “news is always more interest- 
ing when you read it than when 
you hear it read over the 
wireless.” 

“The number of TV sets in the 
Midlands is growing steadily, and 
in some parts there are about as 
many TV licences as sound 
licences,” said the Controller of 
the BBC Midland Region at a 
press conference in September. 
In the Midlands there are now 
nearly 750,000 TV licences as 
compared with approximately 
1,250,000 sound licences. 

Like millions of other men 
throughout the vast Midlands 
industrial area, Phillip Burns 
believes in advertising. He says: 
“I frequently see the advertise- 
ments of my own firm in the local 
and national newspapers. I 
@ Continued on page 333 
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The Midlands 


kaow exactly what kind of article 
we turn out, what goes into it 
and whether it is good. My 
firm's advertisements have always 
struck me as being particularly 
truthful without making any 
extravagant claims whatever. If 
this is so of my firm, why should 
I believe that thousands of other 
equally reputable businesses 
adopt a different policy ? By and 
large, I think the essence of 
advertising is truthful and it 
certainly helps the would-be 
buyer to sort out the merits and 
demerits in his own mind of the 
commodity he is thinking of buy- 
ing.” 

Readership of almost every 
class of publication is high in the 
Midlands. This is reflected in the 
following adult readership figures 
extracted from the “IPA Reader- 
ship Survey” :— 


National Midlands 


Mornings 

Sundays 

Evenings 

Weeklies : “ 
Weekly magazines ... 
Monthly magazines 
Women's weeklies 
Women's monthilies... 
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Mary enjoys another aspect of 
advertising—-the screen advertis- 
ing in cinemas. She says, “I 
used to go to a cinema where 
they broke up the programmes 
with two long intervals. Now I 
see the same films in another 


/ifeut 
PUBLICITY 
na / 


testabushed 1920 


NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PAOKAGE DESIGNS 


BOSWELL 


PUBLICITY L® 
Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 


cinema where there is only one 
interval proper, the equivalent of 
the other being devoted to 
advertising films. I quite enjoy 
the latter, particularly the 
animated items which hold one’s 
interest more. I think people, 
too. particularly the younger 
ones, are swayed by the fact that 
well-known stars use such and 
such face powder or always use 
so and so’s crystals in their bath 
water. Young people get a kick 
out of being imitative.” 

The Midland and North Mid- 
land Standard Government 
Regions contain 684 cinemas, 


according to the “ Board of Trade | 
The same publication | 
states (August 7, 1954) that the | 


Journal.” 


Midland region showed a slight 
increase in admissions for the 
first time in the first quarter of 


1954 compared with the corre- | 


sponding quarter of 1953. This 


is interesting in the light of the | 


strong position of the Midlands 
as a television viewing area. 

The other advertising which 
attracts Mary is that in the 
women’s magazines. 
three each week. 

In the vast engineering pro- 
jects of the Midlands, where un- 
employment is almost unknown, 
there are plenty of these £27 a 
week families to provide a willing 
target for the judicious advertiser. 

Recent reports from the Mid- 


lands indicate a very high level | 


of activity and of increasing pro- 
duction hitherto 
peace-time 


conditions.  Invest- 


ment in buildings and in plant | 
and | 


Loughborough €cho 


and machinery continues, 
during the past two years some 
600 proposals for expansion and 
development have been licensed. 


Pace of expansion 


The buildings alone are esti- 
mated to cost between £20 and 


£25 million and the capital out- | 
lay on plant and machinery will , 


be, according to reports, probably 
four to five times this figure. 
Expansion is greatest in Birming- 


ham with 104 proposals, followed | 
by Coventry with 51 and Wolver- | 


hampton with 29. 

The major developments are in 
the motor industry (including 
tractors), and associated indus- 
tries, and in a speech at the meet- 
ing of the Regional Board in 


Birmingham on September 21 the | 
Regional Controller stated: “Not | 
only has output increased but the | 


level of productivty in many in- 
dustries has also risen. This can 


undoubtedly be attributed to the | 


maturing of. many of the 
efficiency expansion schemes em- 
barked on during the past year 


or two. Confidence in the future | 


continues to be high, and every 
effort is being made by firms to 
meet the calls on their productive 
capacity. The increasing level of 
home sales has caused no slacken- 
ing in the export field. On the 
contrary, manufacturers are in- 
tensifying their efforts. Individual 
exports of some engineering pro- 
ducts, like vehicles, have reached 
record levels. 


She takes in | 


unequalled in | 
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Colophon ... 


LEICESTER ° TEL 25678 


/ 
| 
| 
| 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 


18,952 


(A.B.C, Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 
Rate card on application 


Head Office: LOUGHBOROUGH 


Tel. 4343-4 Telegrams: Echo 


CANNOCK | 
ADVERTISER 


Cowers the whole of 
CANNOCK CHASE [Ofutarion 


STAFFORDSHIRE OVER 65,000 
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Ad Man’s Bookshelf 


‘Swipe file’ of the world’s 
outstanding posters 


LMOST 500 of the 

most outstanding posters 
selected from 24 countries in 
all parts of the world make this 
a valuable volume* for adver- 
tising agencies and commer- 
cial art studios. 

In stressing its value the pub- 
lishers observe that “this unique 
| a a (is) a superb ‘swipe’ 

ec.” 

The examples have been drawn 
from countries including China, 
Germany, Israel, France, Belgium, 
Austria and Portugal, and in the 
English language introduction 
Willy Rotzler notes that the “most 
characteristic tendency is the ever- 
increasing attempt to appeal to 
the public in an attractive, half- 
witty, half-impertinent, and, at 
times, pptease manner. This 
form of advertising, almost un- 
known 10 years ago, is as appar- 
ent in Europe to-day as in 
America; as easily recognisable 
in Sweden as in Italy, in France 

* International Poster Annual, 1954, 
edited by Arthur Niggli, published by 
World's er} poe Publishing Co., 


as in Yugoslavia ; but at the same 
time it bears the imprint of varied 
national facets,” 

He goes on to point out that, 
going beyond the essential pur- 
pose of advertising, the poster of 
to-day has apparently assumed the 
task of brightening up the sombre 
aspect of city streets and of strik- 
ing the optimistic note of spiritual 
ease. The keynote of this “exag- 
gerated optimism” differs from 
country to country. So different 
is it that many posters are in the 
nature of riddles to the foreign 


eye. 
Rallying the forces 


“What the poster consciously 
aims at nowadays,” continues 
Rotzler “is a mute summoning of 
the spectator to rally forces, to 
associate himself with its purpose. 
Once this association has been 
established, there is, too, a feeling 
of satisfaction. Only that com- 
mercial artist who succeeds in 
setting up this pleasant at-oneness 
between conception and percep- 
tion can claim to have made a 
hit. If this gift is absent, then 


the design is not artistic but arti- 
ficial. Hits of this nature are still 
the exception.” 

Later on in his contribution to 
this volume, Rotzler declares that 
it is strange that the small and 
miniature type of poster, “the 
importance of which cannot be 
underestimated,” is being too 
often neglected. “Too often,” he 
writes, “it is being treated as an 
advertisement with which it is by 
its very nature allied to some ex- 
tent. Attempts to invest the small 
poster with the illusion of size 
by means of a genuine poster- 
technique are few and far 
between... . 


Most recent development 


“Internationally viewed, and in 
the forefront of interest, is 
serigraphic print which is the 
most recent development and still 
in its experimental stages.” It is, 
in his view, most suitable for 
small posters and admits of in- 
teresting possibilities: “Both in 
America and the United King- 
dom, and above all in Germany, 
there are already convincing 
and technically attractive posters 
which make it possible to en- 
visage a promising development 
along these lines . . . they open 
up the way for such branches of 
economy which formerly neg- 
lected the poster as a mode for 
advertising.” It can be envisaged, 
concludes Rotzler, that the poster 
will be able to be viewed in a 
new light altogether with other 
means of advertising: “In view 
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of the ever-increasing of 
traffic, the optical appeal of the 
poster will have to be subject to 
a thorough revision . . . the 
poster is still a treasuretrove of 
new, inexhausted possibilities.” 


How to count 
the cost 


Teach Yourself Costing, by 
Stes Prow Lads,” th 

URING the last 12 or 15 

years an impetus has been 
given to the study of manage- 
ment accounting in all its many 
forms. The emphasis so con- 
sistently laid by the working 
party reports on the importance 
of installing and using up-to-date 
methods of cost ascertainment 
and interpretation have served to 
elevate to a leading place the 
cost accountant in trade and 
industry. 

This book has been written for 
“raw beginners” and a selection 
of exercises is included to help 
private study. 


All about London 


Visitor's London, by Harold P. 
> a, aS by London Trans- 


HIS new style guide to Lon- 

don gives details of nearly 
400 “sights” and includes a fea- 
ture covering 36 pages styled 
“When they open and how to 
get there.” 


Donald 
Univer. 


We'd have 
been lost 
corthout 


him! 


Many a conference, 
meeting to plan 

a piece of printing work 
has been thankful that 
Spicers Paper Consultant 
was there. But often it is 


not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone; CENTRAL 4211 
19 New Bridge Street - London EC4 
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The 
Annual 
Award for 
Newspaper 
Design 


Evening Arspatch 


BIRMINGHAM 


WINNER 

of the 

Evening Newspaper 
Class 
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Very high standards of advertising 
prevail in the Swiss market 


WITZERLAND is a small 

country. The inhabitants 
number little more than 4.5 mil- 
lion—and one million of them 
live in the five largest towns 
(Zurich, Basle, Berne, Geneva 
and Lausanne). Yet it is a country 
that British traders with any 
export potential at all should not 
ignore. 


The majority of the people (71 
per cent) speak a Swiss-German 
dialect (in preference to German) 
as their mother tongue, but corre- 
spond in German. Similarly, 22 
per cent speak French, and 
seven per cent Italian. Those 
are significant facts for any 
advertiser to keep in mind. 


High standard productions 


To appeal successfully to this 
small but prosperous market the 
product must be of good quality 

and the price must be competi- 
tive. But once the goods are 
right and the price is right also, 
the advertiser's worries are not 
over, 


We has to arrange the right 
advertising. And Swiss advertis- 
ing is for the most part of an 
exceptionally high standard, 

This is borne out by two recent 
books about advertising art. In 
his “Poster Parade” article in the 
International Poster Annual 1954, 
Willy Rotzler draws attention to 
the fact that the Zurich exhibi- 
tion, styled “The Poster,” concen- 
trated on “ the real achievements 
in Swiss poster production and 
competed rather keenly with 
what was best in the output of 
those countries which take a lead 
in commercial art.” 


Again, in Modern Publicity 
1954-55, Frank A. Mercer, the 


Advertising and 
selling problems 
in Switzerland ? 


SWITZERLAND 


editor, spoke of “evidence clearly 
provided of the high status of the 
Swiss, their pride in skilled crafts- 
manship, which is seen not only 
in the conception and lay out of 
their advertising, but in the loving 
enthusiasm of engraver, com- 
positor, printer and paper-maker, 
and even in the clean colour of 
their inks and the density of their 
blacks. Every specimen is a 
delight to handle and examine, 
and proclaims Swiss craftsman- 
ship to the world.” 


Those remarks should be 
enough to make it obvious 
that, as to advertising art, 
more than normal care should 
be devoted to anything 
destined to appear on the 
Swiss market. 


Not long ago the Board of 
Trade pointed to the fact that 
there have been various com- 
plaints about United Kingdom 
showcards such as that they are 
inartistic (lips too red for Swiss- 
German taste), incongruous, too 
fanciful (the Swiss is serious- 
minded), old-fashioned (often 
true but some people like it) and 
even trashy. The happy medium, 
something down-to-earth yet 
catching, is hard to achieve. 


In the design and appeal of 
display material, Germany pre- 


This display, 
designed and in- 
stalled by Emile 
Bosshard of the 
Vevey School of 
Display, was a fea- 
ture of the National 
Display Conven- 
tion. Wool was 
used as a basis for 
the design. Over 
100,000 pieces of 
card in gold and 
other colours were 
used in the back- 
ground. 


sents the most serious competi- 
tion, 

In the electrical and household 
goods trade, an important selling 
point would be to include in the 
text of showcards the phrase (in 
the appropriate language) “S.E.V. 
tested,” “S.LLH. tested.” This 

ives the stamp of approval of 
important bodies. 

Show material should be dis- 
tributed in accordance with 
peculiarities of the local market. 
In pharmaceuticals, for instance, 
Swiss chemists are invariably dis- 
pensing chemists and may not sell 
non-medicinal goods except 
perfumery and cosmetics. Drug 
stores may sell a wide range of 
goods but not medicines needing 
a doctor’s prescription. Show 
material should be distributed 


accordingly but in no event may 
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be used to advertise drugs obtain- 
able only by prescription. 


The display value of show 
boxes should not be overlooked. 
Not all goods in Switzerland are 
unwrapped down to the bare 
article. The trend is simplicity, 
bright colours, and a minimum of 
text. In the opinion of the Board 
of Trade, any illustration of the 
article inside the box is super- 
fluous. The box should be easy 
to open as goods in Switzerland 
are bought after inspection and 
not on name only. Old-fashioned 
looking boxes with excessive 
description (i.e. disproportionate 
to the value of the article), in 
English, colourless, and messy, 
will have no success and the 
goods will be refused by retailers. 


A different question arises over 
the boxing of cosmetic products 
where the container itself is of 
good appearance. For example, 
the costly bottle of expensive 
perfume should not be packed in 
a box which competes in sales- 
appeal. It is simple waste. The 
Swiss retailer wants either one 
thing or the other, preferably the 
pon bottle and the plain 

x. 


Biggest ever ad budget for US show 


HE biggest advertising and 

promotion budget ever 
scheduled for a single industry 
exposition in the United States 
has been announced for the 
next National Materials Hand- 
ling Exhibition by Clapp & 
Poliak Inc., the New York 
exposition management firm 
which founded and produces 
the event. The budget is for 
$100,000. 


Top executives attend 


The show, which will be staged 
at the International Amphi- 
theatre, Chicago, May 16 to 20 
next, is one of the three largest 
in the country. It attracted more 
than 27,000 top management and 
production executives from 40 
countries when last held in 1953. 

The advertising and promotion 
will be directed toward attracting 
audiences for the 1955 show, 
which has as its theme: “The 
concept of obsolescence.” The 
theme stresses that a good deal 
of the equipment now in use is 
already obsolete. 

_ One novel aspect of the adver- 
tising programme is that the copy 
will be directed principally to top 
management. The materials 
handling industry has found that 
the greatest possibility for future 
sales volume lies with companies 
that install whole systems of 


materials handling, rather than 
those buying individual pieces of 
equipment, 

The advertising schedule has 
already begun and will continue 
through to the spring. The first 
advertisements are appearing in 
the Wall Street Journal. The first 
five copy themes in this series are 
“To-day's fastest obsolescence,” 
“What is your cost of indirect 
labour ?,” “Spend one dollar to 
save 10,” “Getting capital out of 
prison,” and “What's slowing 
down production ? ” 

The publication schedule in- 
cludes major daily mewspapers ; 
magazines, such as Newsweek, 
Time and US News & World 
Report ; general business maga- 
zines, such as Business Week and 
Dun's Review, and materials 
handling publications, such as 
Flow and Modern Materials 
Handling. 


Advertising via post 

Direct mail will include at least 
three mailings of 125,000 each to 
management and _ production 
executives. More than 1,500,000 
tickets of admission will be dis- 
tributed. An extensive publicity 
programme and a number of 
other attendance promotion 
devices will be employed. : 

The advertising agency is 
James R. Flanagan, and Banner 
& Greif are handling public 
relations. 


Publicitas is the leading and largest adver 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 


3 Av. 


Lausanne 
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prosperous Swiss market. 


Who are your Customers 
in Switzerland? 


Despite the high level of education and the prosperity of all classes in Switzerland there is, as in other countries, 
a top layer of wealthy and discriminating people who alone can afford consistently to buy the best. These are the 
people who set the standard to which the others strive to conform; they are the directors of important businesses, 
top civil servants and local government officials, successful lawyers, doctors, architects and other professional men—in 
fact they are the intellectual leaders of the country. — These men—and their wives, sons and daughters—make up 
a high proportion of the readers of the Neue Ziircher Zeitung. Convince them through the advertising columns of 
their favourite newspaper, and you will have taken the first long stride towards establishing your product in the 


Neue Siirdher Scitung 


Exclusively represented in the United Kingdom by JOSHUA B, POWERS LTD, 
14 Cockspur Street, London, $.W.1, Telephone: WHItehall 5566 


TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


BRILLIANT 
SIGNS Tp. 


PARAGON WORKS, W.12 


THE ORIGINAL PATENTEES 
OF THE ~PERMENART” 


FIRED-IN DECORATION ON 
GLASS 


FOR ALL TYPES OF ‘POINT OF SALE’ EXTERIOR 
ILLUMINATED & PROJECTING SIGNS, TABLETS, 
METAL SIGNS & NEON DISPLAYS. 


SHEPHERDS BUSH 2281 
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the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


London Office: 59 Fleet St, B.C4 


MERCURY : oisrtsy 
: SILKSCREEN 
DISPLAYS 2 EXHIBITION 
e PERSPEX 
LIMITED e METALWORK 
WORKS & ADMINISTRATION © PLASTERCASTING 
STREET, S.W.16. 
Tele : STREA * AND 
OFFICE -_ 
poy, _ MODELLING 
‘ele : GROSVENOR 671! 
THE NATIONAL TRUST 


for Places of Historic Interest 
or Natural Beauty 


List of Properties, 1955 


160pp Approximately 60,000 || 
copies 


| Theres no business like 


your 
BUSINESS: 


Advertising agents are invited to 
apply for Rate Card, specimen 
copy, and particulars of adver- 
tisement space in this forth- 
coming edition to 


E. H. HOBDAY 
One New-Street Square, E.C.4 |) 


36, NORTH RD. 
YORK WAY, LONDON, N7. 
~WNORTH 3327-8~— 
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TREND towards more 

institutional advertising, 
hitherto rather neglected in 
Ireland, is beginning and may 
—in part—be due to the 
“Advertise advertising” cam- 
paign which is being run by the 
Irish Association of Advertis- 
ing Agencies in conjunction 
with the newspapers. 

Large spaces are being taken 
by O’Keeffe’s Advertising Service 
to advertise the virtues of leather 
on behalf of the Federation of 
Tanners and Curriers of Ireland ; 
bookings have been made by 
McConnell’s for the Tea Council 
of Ireland for homilies headed 
“Talking of tea,” and a campaign 
is to be undertaken by the Irish 
Creamery Milk Suppliers Associa- 
tion to stimulate the use of 
butter. 

Margarine has been cutting into 
butter sales and the new “Eat 
more butter” campaign is 
expected to spend £8,000 on 
press, film and radio media. Part 
of the money is being put up by 
the association, with the balance 
now being sought from the Co- 
operative Creamery Society—the 
butter-makers. Agents have not 
yet been named. 


Agencies multiply | 


THE NUMBER of agencies in 


Ireland is steadily increasing. 
Secretary of the Dublin News- 
paper Managers’ Committee, 


J. C. Dann, said.this week that 
the most recent recognitions have 
been given to Grosvenor Adver- 
tising (directed by John van Belle, 
formerly with Phillips, Ireland) 


McConnell 
(incorporated Practitioners 


in Advertising) 
mean business 


IN DUBLIN 
Publicity House, Pearse Street 
IN LONDON ? 
St. Stephen’s House, Westminster 
IN COLWYN BAY 
25 Prince’s Drive 

IN DERBY 

24 The Strand 
IN NEWCASTLE 
126 High Street, Easington Lane 


DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


Institutional advertising 
trend gets under way 


a ed 


of Arks Ltd., where he was 

general manager, to establish 

O'Donnell Earl and Partners. 

This brings the number of 

agencies in Dublin up to 19. 
” * * 

The public relations course, 
which opened at the Dublin High 
School of Commerce last month, 
has started well. Its full capacity, 
60 pupils, was booked before the 
session began and the plan that 
students might take individual 
lectures (on payment of 3s. each 
lecture) had to be dropped for 
lack of space. 


| Major exhibition | 


No FURTHER steps have yet 
been taken to consider the pro- 
ject for a Publicity Exhibition 
in Ireland next year, which was 
proposed at the annual meetin 
of the Publicity Club of Ireland. 
But there will be at least one 
major exhibition in Dublin 
during 1955—the Golden Jubilee 
presentation of the National Agri- 
cultural and Industrial Develop- 
ment Association. 

* * 7 

A new campaign to aid polio 
victims has been prepared for the 
Apart from other 
, it will use a number of 
16-sheet and public information 
panels for the first time; these 
spaces are being given to the 
campaign by David Allen and 
Sons, Ltd. Honorary publicity 
director for the cerebral palsy 
clinic which is sponsoring the 
campaign is Gerald Draper. 


| Campaign reactions 


THE CIRCULATION ‘battles’ 
between the Evening Herald and 
Evening Press, particularly in 
the provinces, are likely to have 
reactions. In Wexford this week 
I found that opinion was harden- 
ing against the “earliness” of the 
editions which are being sent to 
the district. 


7 * * 


Both the Advertising - Press 
Club and the Publicity Club of 
Ireland are planning major events 
for the near future. Unfortu- 
nately, there is a considerable 
dual membership, so the close- 
ness of the dates may affect one 
or the other—The Publicity Club 
holds its Christmas lunch on 
December 16, and the AP stages 
a party two days later. 
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Questionnaire which was recently 

addressed to each of the 13,300-odd 
subscribers to Business brought replies 
from all over the world. A vast amount 
of information relating to the status of 
Business subscribers, the type, size and 
importance of the firms they represent 
has now been collated and reproduced in 
a booklet entitled “This is your market.” 


Send now for your 
free copy, for in it 
you will see that if 
you or your clients 
sell to top-levels 
in Industry and 
Commerce, then 
Business, with its 
91% top executive 
readership, is, 
indeed, YOUR 
Market ! 


Write today for your 
free copy, or telephone 
CHAncery 8844 


Business 


The Journal of Management in Industry 
Business Publications Lid., 180 Fleet St., London, E.C.4 


Laquite 


THE MAGAZINE FOR MEN 


ANNOUNCES 


AUDITED NET PAID SALES 


wt - 75,809 


wy - 76,502 
wos: 78,5117 


%& Sales for subsequent issues are showing 
a steady increase. 


ADVERTISEMENT DIRECTOR 
COL. ARCHIE CAMPBELL, 
39, Upper Brook Street, London, W.1. 
HYDe Park 9521! 
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F irry-rive years with one 
agency is a remarkable record. To 
celebrate this achievement by C. W. 
Saunders, Dixons West End Adver- 
tising Agency, of which he is a 
director, held a very pleasant little 
party last Friday. lan Marshall, 
managing director, on 
of himself, W. E. Barley and 
the other directors, presented Mr. 
Saunders with a television set, and 
there was also a wrist-watch from 
the staff and a bouquet for Mrs. 
Saunders. 

Mr. Marshall, with a considera- 
tion that others might copy, did not 
make a long speech; though, had 
he done so, he would have said some 
interesting things about the way his 
agency is now geared up for com- 
mercial TV. He believes that not 
only will TV stimulate and promote 
sales, but advertisers will be thus 
encouraged to increase production 
and their profits will enable them 
to spend more on their advertising. 
He is confident that other media, 
press, posters, ectc., will ultimately 
benefit because the printed word has 
more lasting impact and must be the 


complement to television adver- 


Mr. Marshall tells me that his 
agency's generous pension scheme 


HIS FIFTY-FIVE YEARS 


Facts by ‘phone... 


WITH ONE ACENCY 


is now practically finalised. There 
are seven members of the staff 
whose service totals more than 30 
years. Mr. Saunders, who, I take it, 
is one of them, is not contemplating 
retirement just yet. 


* * * 


IF Alan Whitworth were not well 
known in his capacity of director 
of the Incorporated Society of 
British Advertisers, he could un- 
doubtedly achieve fame on the halls 
as a blower-out of candles. The 
skill with which he blew out the 
25 on the cake that celebrated his 
25 years with ISBA amazed me (and 
possibly him, too!). What a 
pleasant fact it was that this occa- 
sion coincided with his wife's birth- 
day. P, G. E. Warburton, president 
of ISBA, said that if this had been 
known in time, they would have 
provided another cake for her. 


* * 
THERE jis good news about Lt. 
Col. C. Hedley chairman 


of Ewart Watson Exhibitions (1945) 
Lid., Leicester. For about five 
weeks he had been confined to bed 
with spinal trouble, but he is now 
able to walk again and hopes to be 
back in his office once more towards 
the end of this month. 


Ring us up and we'll answer that media query 


right away! 


papers we represent that, in a very real sense, 


We work so closely with the 


our office is their office—fully able and most 


willing to help you in every possible way. 


Ask PLAYERS 


E. W. PLAYERLTD. 


The London Office 
for some of the best media 
in the Country 


30, FLEET STREET, LONDON, E.C.4. | 


FEERNEST PEARL, chairman of 
Pearl & Dean Ltd.. tells me he has 
arranged a showing of the winning 
films from the International Adver- 
tising Film Festival at the Warner 


Theatre, London, on Wednesday, 
November 17 at 10.30-11.30 a.m. 
Advertising men will also see a 
newsreel of the Festival, which was 
held in Venice. : 

The picture above is a still from 
on-the-spot films shot by Incom, the 
Italian newsreel company. It shows 
Mr. Pearl, president of International 
Screen Advertising Services, who 
organised the Festival, handing the 
Oscar to Ferry Mayer, of Milan, for 
his film The Circus. i 

Mr. Pearl says: “It is a pity the 
photograph is not in colour, because 
that is the only way one could get 
an indication of the gorgeous red 
colouring of the Venetian glass cup. 


ISMA’s new 
chairman 


SALESMEN often complain that 
they are not brought in on their 
firms’ top-level discussions. Three 
firms where, | am pretty sure. this 
is not the case are Ambrose Wilson 
Ltd., Stephen Leynham Ltd., whole- 
salers, and Bassett-Lowke Lid., the 
model makers; for the man who is 
chairman of all three of them, Cyril 
Derry, is now national chairman of 
the Incorporated Sales Managers’ 
Association. 

A man of very wide interests, Mr. 
Derry is a freeman of the City of 
London, is on the Court of the 
Horners’ Company, and is a member 
of the City Livery Club and the 
United Ward Clubs of London. He 
has also held high positions in the 
London Rotary Club, the Institute 
of Amateur Cinematographers, and 
the Mail Order Traders’ Association 
of Great Britain, and is a member 
of the Institute of Directors, and of 
the Society of Engineers. 

* 7 * 


THOSE who have Occasion to 
‘phone the Bedford Row head- 
quarters of the British Federution 
of Master Printers will be sorry to 
learn of the death of Miss Blodwen 
Davies, who has operated the switch- 
board there since 1945. Although 
Miss Davies was blind, she managed 
the seven outside lines and 32 
internal as competently as any 
sighted operator. She rarely forgot 
a voice or failed to put the right 
mame to it. Unfailingly cheerful, 
she had a great interest in music, 
attending concerts regularly and, 
although unable to see, frequently 
went to the theatre and travelled 
abroad on holiday. 


"THis portrait sketch by Mac 
shows Sir Richard Haddon and Sir 
Patrick Gower once again judging 
stands at the Dairy Show. They 
both possess very good qualifica- 
tions for this job—indeed, Sir 
Richard's are outstanding. 

Chairman and managing director 
of Farmer and Stockbreeder, he 
farms some 500 acres at Boveney 
Court Farm, is a past Master of the 
Farmers’ Club, and in 1951 was 
knighted for his many services to 
agriculture. 

Sir Patrick's connection with agri- 
culture is not quite on this level, 
though he is the son of a gentleman 
farmer. During the war, Highams, 
of which he is chairman, did adver- 
tising for the Ministry of Agricul- 
ture and he himself was a member 
of the Red Cross Agricultural Fund. 
He has also been chairman of the 
Farmers’ Club. 


CONTACT 
WEEK'S WISECRACK 


nun 


“ Our production man has 
collected so many rockets 
this year he ought to give 
the agency a Guy Fawkes 
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BB Masa 


rst of success... 


THE ONE sure way of measuring the success of a straightforward advertisement is 
to ask—does it shift the product off the shelf? At S. C. Peacock we have ample evidence 
that our kind of advertising does. 
The reason is a simple one. Every advertisement produced by this agency is designed 
to sell—and sell hard. Everything else is subsidiary. The copy hammers home the 
sales points, and the layout clearly displays these points to the best advantage. In each 
advertisement potential customers are told what our client has to sell, why they should 
buy it, and how they can get it. 
We know that such advertising will seldom be seen at advertising exhibitions. We also know 
it cannot be bettered in terms of real selling power, and if that is what you are looking for, 
ycu need look no further than 8. C. Peacock. 


21 LEIGH STREET, LIVERPOOL. ROYal 8861 - RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM. CENtral 7705 
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‘New look’ for 


farming journal 


lliffe’s Farmer and Stock-Breeder, 

which underwent extensive changes 

as recently as 1951, is _ = being 
od. Fr 


enlarged and redesi om next 
week each issue will have a three- 
colour cover and contain new 
features with the aim of making it 
a combined farming and home 
journal. 

It is being launched with 11 in. 
triple column spaces in over 400 
provincial newspapers. Advertise- 
ment rates remain the same with the 
exception that half page solus posi- 
tions in the home section will be 
introduced at £125. Selling price of 
the journal will be unchanged at 8d. 

o ” * 


The 1955 Punch Almanack has 44 
pages of advertisements, many in 
full colour. It includes a page of 
verses by P. G. Wodehouse, and sells 
at 2s. 

+ Y 


+ 
The November issue of Weldons 
Home Journal includes a 48-page 
quick-refecence cookery or 
. 


* 

A 32-page dancing instruction 
booklet is included in the November 
issue of Good Taste. 

© + . 


Joshua B. Powers, Lid., are taking 
over the representation of Com- 
merce of Rhodesia, Rhodesian Min- 
is Bene, Rhodesian Motorist, 
Rhodesian Bottle ae oe ons 
Review, and Shopping ews, 
lished by Centafrican Press (PVT) 


A supplement on the City of Lon- 
don is included in this week's 64- 
page The Spectator. In includes an 

r 


introducto article by the Lord 
Mayor, and is heavily supported by 
advertisements. One third of the 


space has been taken by publishers. 
a + ” 


Prize-winning photographs in the 
Out of Doors and Countrygoer 
photographic competition are pub- 
lished in the November-December 
issue. 


* ” * 
The next (April, 1955) edition of 
the National Trust's List of Pro- 


will carry advertisements. 

ate will be £54 per page for first 

printing of 50,000 plus a further 

printing of 15,000 for issue to new 

members of the Trust for distribu- 

tion among travel agents before 
another edition appears in 1957. 


First issue 
Thirty-one advertisers took space 
in the first issue of Handyman, the 


new monthly 16-page “Do-it-your- 
self’ magazine. Most advertisers 
have booked for a series of six or 
twelve. monthly insertions. The 
magazine uses five column news- 
paper style format. 
o * + 

Advertisers and their agents who 
have used the London Weekly 
a. of Social Events and Public 
Service, the official journal of the 
National and Local Government 
Officers’ Association, during the 
ast twelve months are listed in 
rochures issued by Reginald Harris 
Publications Lid. who handle the 
two journals. 


Those who know 
best about 
advertising .... 


eo ee 
Wass, Pritchard 
know best 

about printing* 


WASS, PRITCHARD « co. tro 


85 FENCHURCH STREET LONDON ECS Tel: ROYal 7141 


} 
| 


* Specialists in Print by Photo-Litho-Offset | 


The November issue of Vanity 
Fair contains an eight-page feature 
on Paris fashions as interpreted b, 
British Houses. The front cover is 
reproduced above. 


* * ” 
The 1955 edition of the Concise 
Municipal Directory and Buyers’ 


Guide (Home and Overseas) will 
contain reference lists for buyers of 
goods and services classified under 
some 600 headings. The edition is 
now in course of preparation. 

* * + 


Published December 1, the Christ- 
mas shopping number of Tatler will 
include many pages of advertising. 

* . + 


Last week's Dairy Show issue of 
Poultry Farmer consisted of 44- 
pages of which about half were 
advertisements. 

+ * 

An “Easi-Bild” pattern for a 
bookcase will be offered in next 
week's issue of Mlustrated. 


Cartoon supplement 


The Daily Sketch introduced a 
four-page Cartoon Sketch on Mon- 
day. It is to be published every 
week, and is included as a supple- 
ment to the normal edition similar 
to the Children's Skeich (Wednes- 
days) and Woman's Sketch (Fri- 
days). ¢ * * 

A travel and holiday number of 

Sphere will be published on 
January 1. 
+ * * 

The Christmas number of The 


Field will be published on 
November 25, price 3s. It will be 
enlarged to 104 ges and will 


include 15 colour plates. 
* * + 

The November issue of The Shop- 
fitting and Allied Trades Journal 
has a four colour cover for the 
first time. It was printed by Pre- 
cision Press of Teddington who will 
be printing the journal in future. 

* + . 

Type area of and Boat 
Builder is being increased to 10 in. 
by 7 in. ‘rom Jonumey. There will 
be no change of rates. 

+. * * 

By arrangement between Gavin 
Starey, public relations and press 
officer. Oldham Batteries, and the 
circulation department of the 
Evening Standard, 350 copies of that 
paper, each bearing a sticker, “This 
dinner is news, sce page two,”’ were 
giveh to guests at the firm's annual 
Motor Show dinner for their dis- 
tributors and service stations staff. 
The story told how directors of the 
firm’s overseas companies were 


flown in especially for the dinner. 


Novemper 4, 1954 


We Hear 


The newly formed J. Arthur Rank 
Sereen Services Lid, and S. H. 
Benson Ltd., jointly sponsored a 
television link-up for the closing 
banquet of the British Institute of 
Management Conference at Tor- 
quay. It successfully enabled over 
600 diners in the Palace Hotel to 
view speakers at the Imperial Hotel. 

* * - 


Peter Hope Lumley has _ been 
retained to promote the Dutch 
Fashion Group Spring and Summer 
Collection, at the Dorchester Hotel 
on Monday, November 29. 

* * * 

Dale Reynolds Publicity have 
been appointed press liaison officers 
for the Engineering, Marine and 
Welding Exhibition and the Foundry 
Trades Exhibition, to be held at 
a from September 1 to 15, 


* * * 
Britain's first es exhi- 
bition since the war will be held 
next year at New Horticultural Hall, 
London, from May 16 to 21. Called 
the Photo Fair, it has been orga- 
nised by British Organisers Ltd. 

* + . 


Mills & Rockley Ltd. have opened 
a new office in Mill Street, Crewe. 


On top 


The Yorkshire Evening News was 
praised for the part it was playing 
in publicising new hair-styles at the 
annual hairstyling festival and 
dinner of Leeds and district hair- 
dressers. 

* * * 

Milor Display Service have pro- 
duced a new brochure showing 
examples of their recent work. 

* * . 

Over 1,000 boys’ and girls’ school 
and leisure outfits are exhibited ai 
the School Age Clothing Fair spon- 
sored by National Trade Press Ltd. 
at the — Festival Hall this week. 

* 


Croydon Corporation highways 
committee has recommended accep- 
tance of a three-year offer by a firm 
of res contractors to provide 
the town with 1,000 litter bins carry- 
ing advertisements. 

* * 


The Dutch Labour daily, Het 
A 4 Volk, claimed to be the largest 
daily in the Netherlands, has opened 
two new printing plants. 


Down under 


A Hy! — = for Calpreta 
Finishes in Australia was announced 
be R. M. Lee at the annual meeting 
of the Calico Printers’ Association 
Ltd. in Manchester. 
© * oe 

Attendance at the Motor Show, 
which closed on Saturday, totalled 
$23,586, a drop of 89,367 over last 
year. 


* * 

Dummy petrol pumps placed on 
the forecourt of a garage in High 
Road, Leyton, without planning 

rmission have been ordered by 
ocal town planning authority to be 
removed under the Advertisement 
Control Regulations. 

. - * 

A London advertisement depart- 
ment of Angling Times, the East 
Midland Allied Press weekly, is 
being opened at 8 Breams Buildings. 
w. hi Lumby, advertisement man- 
ager, is in charge. George Jackson 
(Fleet Street) Lid. will continue to 
represent other East Midland Allied 
Press publications. 
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- The largest’ 


Vanily Fair 


Re 
oe 


carries your 
message to 
the younger, 


smarter woman 
LILIAN E. BRISCOE 
Advertisement Manager 
Vanity Fair 
30 Grosvenor Gardens, London, S.W.1 
SLOane 4591 


Published by 
THE 
NATIONAL MAGAZINE COMPANY 
LIMITED 
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Mailing shot for 
cheaper seats 


Trans World Airlines have sent 
4 giant newsgram to 13,000 top 
business men and executives in a 
direct mail tie-up with their newly 
launched transatlantic “Thrift” 
season Campaign. 

The Thrift season, which 
started November 1 and carries on 
until March, features fare reductions 
on al) transatlantic services; the 
campaign has opened in the 
national and provincial press. 
Agents are Mather & Crowther Ltd. 


Energen book offer 


All advertisements for the new 
Energen Foods campaign are featur- 
ing a coupon offer of a new booklet, 
Winter Dieting. The booklet con- 
tains 14 days’ menus, recipes and 
cookery hints, 

Advertisements are appearing in 
the national daily and Sunday press, 
Radio Times and women's maga- 
zines. The campaign is backed by 
11 in, triples in selected local weekly 
papers and by a direct mail cam- 
paign 

A special showcard-dispenser has 
been produced for counter display 
The dispenser carries a supply of 
pre-paid reply cards for the use of 
customers who wish to receive a 
copy of Winter Dieting. Agents are 
| & Robinson Ltd. 


Perfume campaign 


Pierre Balmain, French perfumes, 
are — advertised for the first 
time in this country with half-pages 
in selected journals. S&S. ra & 
Partners Lid., are the agents. An- 
other account handled by S. F. & 
Partners Lid, is Helanca yarn. 


Current Advertising 


Three-pronged promotion plan for 
Remington Christmas drive 


In one of the biggest pre-Christ- 
mas Campaigns to launched this 
season is the Remington 60 electric 
shaver drive. It is due to start on 
November 12, and features a new 
approach to the advertising and 
selling of shavers, 

_ Remington are to use, for the first 
time, large spaces in women's maga- 
zines and papers to establish the 
Remingion as the “best seasonal 

ift for husbands, fathers and boy 
riends.”’ 

The Remington promotion plan, 
it is stated by the manufacturers, is 
a three-pronged attack on the shaver 
market. First prong is a drive 
using half-pages in the Daily 
Express, the Star and TV Mirror, 
and many ll-in. triples and other 
large spaces in the national daily 
and Sunday newspapers. At the 
same time, large spaces will be used 
in the London evening press, maga- 
zines and the Radio Times. 

Second phase of the scheme is 
national cinema showings of a new 
Remington filmlet, which has 
already siarted, at nearly a thousand 
cinemas to a potential audience of 
42,000,000, 

Third comes a continuation of 
Remington’s £2 “trade-in" allow- 
ance for old electric shavers. 

As an additional aid to the cam- 
paign, retailers are being offered 
co-operative advertising facilities 
and free display material. Agents 
are G. Street & Co., Ltd. 


NORTH LONDON’S 


BIG THREE 
WEEKLY HERALDS 


Established 94 years. 


For the prosperous areas 


where SALE 


GUARANTEED NET SALES 


S RECORDS are 
created each week 


through the Big 3 


44,704..-| 17/6, 


Per S/Col. inch 


TOTTENHAM & EDMONTON WEEKLY HERALD 
ENFIELD WEEKLY HERALD 
woop SOUTHGATE & PALMERS GREEN WEEKLY HERALD 


THE BIG THREE WEEKLY HERALDS 
623-9, HIGH RD., TOTTENHAM, N.17. Tottenham 322! (4 lines). 


Conde Nast account 
for Crawford 


W. S. Crawford Ltd., have 
been appointed to handle the 
Condé Nast publications account 
from January 1, 1955. Craw- 
fords succeed Legget Nicholson 
& Partners who have handled 
the account for the past three 
years. 

The new agency will be re- 
sponsible for writing and pro- 
ducing circulation advertising 
promotion schemes for all the 
Condé Nast publications — 
“Vogue,” “House and Garden,” 
“Vogue Pattern Book,” “Vogue 
Beauty Book” and other jour- 
nals. Existing bookings made by 
the former agency will be taken 
over by Crawfords. 


Third Toni agent 


Toni Cosmetics have appointed 
Cecil D. Notley Advertising Ltd. 
as one of their advertising agencies. 
The name of the product they will 
handle is not known at present. 
Toni cosmetics already employ S. H. 
Benson Ltd. and Foote, Cone and 
Belding Ltd. 


emery elect. shaver 


“t sad smonthest of 


REMINGTONOO 


| efhommance off the be won Remonge 
£2 weahs Anat mans dealers van sary Ht 


Remington Christmas advertisement. 


Sanalogen agents 
Advertising for Sanatogen tonic 
wine is handled by C. Vernon & 
Sons, Lid., and not Mather & 
Crowther Lid., as stated last week. 
Mather & Crowther handle the 
advertising for Sanatogen powder. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


PETTER’S FOOD STORES LTD. 
(spaces in suburbans), SUPER- 
WAYS CONTINENTAL COACH 
CRUISES LTD. (spaces in pro- 
vincials and suburbans) for E. W. 
Wilson Advertising & Publicity 
Service Ltd. 

JAMES BENNETT LTD. 
“Nuweave” knitwear, for Nicholls 
Dorrity Advertising Ltd. 

NEW WELBECK LTD., industrial 
suction cleaners, for Samson 
Clark & Co. Ltd. Trade and 
technical press will be used for 
campaign. 

ROYAL NEW ZEALAND AIR 
FORCE recruiting campaign for 
Samson Clark & Co. Ltd. 
National and provincial press will 


be used. 

MURDOCH HILLSON LTD. 
Holyrood knitwear, PR account 
and editorial mg public 
relations division of W. S. Craw- 
fords Ltd. 

HOWARD FORD & CO. LTD. 
makers of Bear Brand stockings. 
public relations account for Ken- 
nerley Edwards & Associates Ltd. 

TONI COSMETICS (part) to Cecil 
D. Notley Advertising Ltd. 

INDUSTRIAL & HOME KNIT- 
TING MACHINES LTD. for 
Cc. P. Wakefield Ltd. 


Campaigns 


VITAFORT vitamin and mineral 
capsules, using national daily and 
Sunday press, provincial daily 
and evening newspapers and trade 
journals to announce new product 
bas General Advertising Co. 


ENERGEN FOODS using national 
dailies and Sundays, women's 
magazines and Radio Times for 
winter campaign (Lambe & 
Robinson Ltd.). 


VIOTA easy mix, made by Stoddart 
& Hansford Ltd., using half-pages 
in Daily Express, Radio Times 
and large spaces in national! daily 
and evening press. Whole pages 
in provincial press and trade 
journals to introduce new product 
(Samson Clark & Co. Ltd.). 


PEPSODENT using half-page in 
Daily Express and trade press in 
opening stages of a new campaign 
to launch a Pepsodent toothbrush 
(Mather & Crowther Ltd.). 


ALBERICE METER COMPANY 
using provincial press in addition 
to suburban and coastal news- 
papers (David Wagstaff). 


PIERRE BALMAIN, French per- 
fumes, using class magazines 
(S. F. & Partners Ltd.). 


REMINGTON electric shavers 
using half-pages in Daily Express, 
Star, TV Mirror and large spaces 
in other national papers, women’s 
magazines and filmlets in_pre- 
Christmas drive (G. Street & Co. 
Ltd.). 


TWA AIRLINES using national 
daily and Sunday press, provin- 
cial papers and magazines to 
publicise TWA transatlantic 
“thrift” season (Mather & Crow- 
ther Ltd.). 

AVON INDIA RUBBER CO. LTD. 
using trade press to announce new 
motor cycle tyre. (Nelson Adver- 
tising vice Ltd.). 
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NE OF THE THINGS I like about Boy’s Own Paper 

is that it wears its great tradition easily; one would 
never guess that it has been in existence for over 75 years ; 
it’s as fresh and contemporary as if it had been started 
yesterday. It has maintained a high standard of content 
and productien, even through the difficult war years. 
I want several things from any magazine I read—practical 
hints on a wide variety of subjects, up-to-the-minute 


Alan Richardson may not be a newspaper baron, a 
famous novelist or a politician—yet. He represents 
the younger generation, their drive and vigour. A 
keen youth-hosteller, he spends much time planning 
routes, over which he later cycles. Current affairs 
are a popular subject with him, as are music, clubwork, 
athletics and photography. His ambition is to be a 
journalist, and his first job is the first rung on that 
ladder. 


, 


by ALAN RICHARDSON 


artides on technical developments, complete sports 
coverage, fast-moving, well-written stories. I get all these 
in B.O.P. The regular features, particularly the excellent 
cycling page, are always packed with invaluable facts and 
tips; and the letters to the Editor prove again and again 
that B.O.P. is very close to the hearts of its readers. 


Yes, B.O.P. is my magazine. I wouldn’t change it for any 
other. I wish it long life and continued youth. 
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ADVERTISER'S WEEKLY 


London 


Copyright clause in contracts 
advised by legal panel 


Copyright in advertisements, 
outdoor amenity, commissions 
due to former advertisement 
representatives, agencies’ duties 
to each other with regard to un- 
satisfactory clients—these were 
among the problems which a 
panel of three barristers discussed 
before members of the Publicity 
Club of London on Monday. 
They were: P. G. Langdon- 
Davies, joint author of The Law 
of Merchandise, A. D. Russell- 
Clark, author of Copyright and 
Industrial Designs; and D. P. 


Club News 


Kerrigan, joint author of a stan- 
dard work on the Town and 
Country Planning Act of 1947. 
Questions and answers: 


@/f Agency X relinquishes an 
account for a valid reason (i.e. it 
is a bad payer) and the account 
moves to Agency Y, is it the duty 
of Agency X to warn Agency Y, 
the Institute of Practitioners in 
Advertising, the Newspaper 
Society, the Periodical  Pro- 
prietors’ Association or any other 
hody? If it does so, does a legal 
action lie against it? 

Mr. Langdon-Davies said there 
was no legal duty to do so unless 
the agency had entered into some 
form of contract to supply 
information on these matters. 
Whether there was a moral duty 
depended on the practice that 
existed between agencies; cer- 
tainly there would be a moral 
duty if a reference were sought. 

There could be no legal 
danger if the warning were true, 
but that meant that the agency 
must be in a position to prove 
its truth in a court of law. 


@ Would it be possible to have 
a standard definition of 
“amenity” to help reduce the 
work involved in outdoor adver- 
tising appeals ? 

Mr. Kerrigan said that there 
were many forms of land use 
which would never square with 


some people’s idea of amenity ; 
and outdoor advertising suffered 
more than most forms in this 
respect. The proper approach 
was to treat outdoor advertising 
as something that was permitted 
in law and for which provision 
must be made, 


“Amenity is a matter of per- 
sonal opinion, but it should not 
be the opinion of the person who 
is determined to get rid of out- 
- advertising at all costs,” he 
said. 


@ Who owns the copyright in 
an advertisement—the advertiser 
or the agent ? 


Mr. Russell-Clark held that, 
prima facie, copyright belonged 
to the author, and if there was a 
contract of service, the agent who 
employed the author was the 
owner, unless the agent had con- 
tracted out of the Copyright Act. 
He thought it was a good thing 
for the contract to state specific- 
ally who was the owner. 


@ What is the position of a 
newspaper advertisement repre- 
sentative, where there was no 
written contract, in respect of 
(a) notice, and (b) commission on 
advertising he had obtained, after 
his employment was ended? 


Mr. Langdon-Davies said that 
(a) it was implied that an 
employee could be dismissed 
on reasonable notice, which 
depended entirely on the circum- 
stances of his employment, With 
regard to (b) he thought that a 
reasonable assumption was that 
the representative was entitled to 
commission on all orders booked 
by himself, and that after he left 
the employment he would be 
entitled to accruing commission 
on “run orders” (e.g. to be in- 
serted weekly until counter- 
manded)—“assuming there was 
no special term in the contract-— 
as there always would be !” 


The meeting was convened by 
W. J. Leaper, also a barrister, 
secretary of the Solus Outdoor 
Advertising Association. 


GLOVERS ADVERTISING 


CHANGE of ADDRESS 


Glovers 


from Monday next will be at 


351 OXFORD STREET 
(opposite Marshall & Snelgrove) 
Telephone HYDe Park 9757 (6 lines) 


LTD 


LONDON AND BRISTOI 


Over 250 
Publicity 


NOVEMBER 4, 


¥ 


eee 


uests attended the 29th annual dinner and dance of the Glasgow 
lub. Among those who were welcomed by James E. Hastings, 


president of the club, were Alexander Mitchell, chairman of the Aberdeen 
Publicity Club, William McAslan, president of the Glasgow Rotary Club, 


and Robin Russell, vice-president of the City Business Club. 
Dench, Mr. McAslan, Miss Graham, 


above are: back row (l. to r.), F. 


In the group 


Mr. Greenhill, Mr. Russell, Mrs. Wilkie, Mr. Mitchell and Mr. Wilkie; 
front row (1. to r.), Mrs. Russell, Mrs. Mitchell, Mr. Hastings, Mrs. Hastings 
and Mrs. McAslan. 


Regent 


Wanted—'Miss 
Regent Club’ 


The Regent Advertising Club is 
inviting members or friends of 
members to enter for a “Miss 
Regent Club” contest. The club is 
looking for a young lady “between 
the ages of 17 and 37, who has 
poise, personality, and an attractive 
appearance.” 

intrants must send a completed 
form, which are now being dis- 
tributed, and a recent photograph 
to the club by Monday, November 
22. The finalists will then be chosen 
to compete in the final, to be held 
at the regular Friday social evening 
of the club on Friday, November 26. 
The winner will be chosen by popu- 
lar vote. 

To-morrow (Friday) the club are 
holding a Gu Fomkes night dance 
ai the Bedford Corner Hotel. 


Cotswolds 
Simplicity in 
commercial TV 


Simplicity will be the keynote in 
advertising on commercial _tele- 
vision, Neal Arden told members 
of the Publicity Club of the Cots- 
wolds. 

He covered the subject of com- 
mercial TV in detail, explaining the 
Television Act, how the service 
would be controlled, what grants 
the Government was giving, the pro- 
posed situations of the ‘transmitters, 
and the position of the advertiser 
in the framework, 

The commercials, said Mr. Arde, 
had to be as interesting as the rest 
of the programme. They must be 
informative and pleasing and never 
an intrusion into the house. 

Mr. Arden described a half-hour 
film which he had helped to make 
to show the ITA, the advertioets and 
everyone else what they proposed 
to do. 


Manchester 


Eight new members 

At a recent meeting of the council 
of the Manchester Publicity Associa- 
tion, eight new members of the 
Association were elected. A guest 
at the mecting was L. E. Room, 
director general of the Advertising 
Association, 


Lawyers’ lectures 


First of the lectures by 
barristers on “The Legal Aspects 
of Sales Promotion” will be given 
at the City of London College, 
Moorgate, to-night (Thursday). 
Speaker is P. G. Langdon-Davies, 
on the Merchandise Marks Acts. 
The series will continue at fort- 
nightly intervals, every Thursday, 
and not Friday, as reported in 
ADVERTISER'S WEEKLY last week. 


Advertising 
Diary 


Thursday, November 4 
CITY OF LONDON COLLEGE. First of 
series of lectures. 5.30 p.m 


Friday, November 5 
REGENT ADVERTISING 
Fawkes night dance 
Corner Hotel. 7 p.m 
PUBLICITY CLUB OF GLASGOW lun- 
cheon meeting and golf prizes 
presentation 2. Chapman on 
‘Personalities I have met.’’ Gros 
venor Restaurant 12.55 


cius Guy 
Bedford 


Monday, November 8 

BRISTOL AND WEST PUBLICITY CLUB 
meeting G. V. Nye on “How 
Advertising reduces Costs." Car- 
wardines, Baldwin Street. 6.30 p.m. 


Tuesday, November % 

REGENT ADVERTISING CLUB lecture. 
E. C. Mackenzie on “Copywriting, 
6.30 p.m 
PUBLICITY 
Speaker G. 
and the Copy 


cup «OF LEICESTER. 
R. Genge on “‘Ideas 
Angle—putting over 
the product.’’ Education Centre, 
Belvoir Street. 7 p.m 

WOMEN'S ADVERTISING CLUB OF 
LONDON dinner. Speaker Professor 
R. Darwin. Trocadero Restaurant, 
7 p.m 
W ed: 
w ’ 
INSTITUTE OF PUBLIC RELATIONS lun- 
cheon meeting. Col. L. Urwick on 
“Public Relations and business 
organisation.”’ Criterion Restaurant, 
Piccadilly, W.1. 12.45 p.m 

ROYAL SOCIETY OF ARTS meeting 
R. Manvell on ‘The Place of the 
Film in the Age of Television 
2.30 p.m. 

NEWSPAPER socieTy half - yearly 
meeting. Savoy Hotel, London 
REGENT ADVERTISING CLUB Beauty 
talk and demonstration by Miss M. 
Dolby 

INCORPORATED ADVERTISING MANA 
GERS ASSOCIATION (Midland Branch) 
annual general meeting. Midland 
Hotel, Birmingham. 7.30 p.m. 
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NoveMBER 4, 1954 
Legal and Gazette 
Appeal by US 
agency granted 


The Court of Appeal decided last 
week that Grant Advertising Inc.. 
an American advertising agency, had 
not “established a place of business 
at 36 Grosvenor Street, London, 
W.,”” within the meaning of the 
Companies Act, 1948. 

Peter Edmund Deverall, of Dor- 
man’s Park, Surrey, formerly their 
regional director for the sterling 
area, had issued a writ against the 
company alleging that certain sums 
were due to fin’ for his services. 

He served the writ at the Gros- 
venor Street premises, the address 
of an English subsidiary, Grant 
Advertising Lid. Mr. Justice a 

i 


had held the service to be va 
but the Court of Appeal disagreed. 

Allowing the American company’s 
appeal against the judge's decision, 
Lord Justice Jenkins said that there 
was nothing to suggest that the 
American company carried on its 
business at the Grosvenor Street 
address. 

It was not suggested that Grant 
Advertising Ltd. was carrying on 
anything other than its own busi- 
ness. Even if Mr. Deverall had 
carried on business there for the 
American company, at the time of 
the writ he had resigned, and there 
was then no existing established 
place of business in England. Ser- 
vice of the writ was not therefore 
valid and would be set aside. 

Lords Justices Hodson and Romer 
agreed, and eosts were allowed 
against Mr. Deverall. 


WILLS 


PeRCIVAL HAMILTON THOMSON, 
chairman and founder of the Service 
Advertising Co. Ltd., left £80,198 7s. 8d. 
gross, £76,698 15s. 8d. net. 

PO F at mee a direc- 


at ieft 
a3, Po ae i oon 9%. 104. 


7 Leste Smitn, of 36 Green 
Lane, Edgware, sales manager of David 
Allen & Sons Ltd., who died on July 2 
last, intestate, aged 54 years, left 
£4,002 4s. gross, £1,324 9s. 3d. net. 

Grorce Epwin Bytes, of 24 Farnaby 
Road, Bromley, London, representative 
of a number of overseas journals, left 
£234 3s. 9d. gross, £78 16s. net value. 

Cuastes Epwarp Weir, of Windy- 
ridge, Nutley Avenue, Saltdean, late 
contracts manager of Walter Hill & 
Co., Ltd., left £2,885 19s. 6d. gross, 
£2,579 net. 

Punie Meocorrr Morton, of 2 Mont- 
pelier East, Weston-super-Mare, former 
owner and managing director of the 
Weston - super - Mare Gazette, and a 
artner in the firm of Messrs. W. K. 

orton & Sons, inters and stationers, 
Sleaford, left £13,023 Is. lid. gross, 
£11,996 Os. 4d. net value. (Duty paid 
£675.) 


Changes of Address 


D. Sheldrake (commercial artist) to 
The Studio, 63 Great George Street, 
Leeds, | 

Crane Publicity Lid. to Adam House, 
1 Fitzroy Square, London, a 

Oswald F. Seddon, design service in 
advertising and printing, to 47 Fleet 
Street, London, E.C.4 

The Surplus Ltid., to 17 
Nottingham Street, London, W.1 

Books of the Month (editorial and 
advertisement offices) to 41-45, Neal 
Street, Covent Garden, W.C.2 

Bossfield Ltd. to Lafast House, 
107/111 Pleet Street, E.C.4 

David Wagstaff, advertising and 
printing, to 46/48, Chase Side, South- 
gate, London, N.14 

Roger Smithelis, cditorial and pub- 
lishing services, to 9, Great Chapel 
Street, London, W.1. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panei inch. 
classifications, 4s. per lime, 45s. per po _ Lan Misimam, 5 lines. Box Ne. 
charge, one line plus 9d. covering pos ce. Series rates on application : aff 
advertisements wader seven insertions MUST BE PREPAID. Address ** Advertiser's 
Weekly.” 180 Fleet Street. London, E.C.4. CHAancery 8844 (Fx. 25) 


APPOIN' MENTS 4ACANI 


Situations Vacant: “ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agsocy Uf the soptcant to man ages 1064 cactasive of © women aged 16-69 inclusive 


unless be or she, or the employment, is exce the visions of 
Notification of Vacancies Seder 1982 1952."" _ a 


SOUTHERN GAS BOARD 
Commercial Manager 


pplications are invited for the appointment of Commercial Manager to 
as Board at a commencing salary in the region of £2,500, according to 
qualifications and experience. 

Applicants must have had extensive marketing experience and be capable 
of organising sales promotion campaigns for the development of the use of 

gas and coke for domestic, commercial and industrial purposes. 

The successful candidate will be required to pass a medical examination 
and, unless already subject to a pension Scheme by virtue of the Gas 
(Pension Rights) Regulations, 1950, will be required to join the Board's 
Staff Pension Scheme. 


Applications stating age, education, qualifications, training, experience, 
present appointment and salary, together with a one-page summary of these 
particulars, should be sent —_ envelope marked “ Commercial Manager " 
to m Gas Board, 164, Above Bar, Southampton, to 
reach him not Teter than the 30th November, 1954. 


sae 


QUAKER OATS LITD., Bridge Road, 
Southall, Middz., have a vacancy is 
their Advertising Department for « 
young man capable of absorbing and 


ASSISTANT for Advertising Depart- 

ment of leading radio and electronics 
Previous experience in ad- 
vertising department or agency essen- 


—)  &, technical literature and tial technical knowledge an 

is is an interesting position advantage but not essential Age 
which carries a commencing salary of gee we med 22-25. Good prospects 
£600 p.a. Please apply, giving 2 rite, giving full details of age, pre- 
and ful details of past experience, 


vious experience and salary required, 


the Personnel Manager. to 
Box 9194 Ad. Weekly 180 Pleet St BC4 


ASSISTANT STUDIO MANAGER re- 
quired by London agency, with know- 


ledge of reproduction processes and 
experience of progress control of 
studio work. Ability in finished art- 
work an advantage. Write, stating 
5 are age and salary required, 


Box 9283 Ad. Weekly 180 Fleet St BC4 
THE COAL UTILISATION COUNCIL 
require an Assistant for their Publicity 
Department Essential qualifications 
are a good all-round knowledge of 
advertising, backed by agency experi- 
ence ; capable of programming work 
to an exacting schedule and able to 
write copy and articles clearly and 
concisely. Contributory pension 
scheme. Send full details and present 


ARTIST 
TYPOGRAPHER 


Assistant required in Publicity 
Department of large industrial 
organisation to help design and 
produce sales promotion 
material. Must have a good 
knowledge of typography and 
be able to do some finished 
artwork, 


salary to the Publicity Officer, C.U.C., App 

3, Upper Belgrave Street, London, ly » 
SW.l Only applicants selected for 

interview will be notified. Box 9247 


MANCHESTER AGENCY requires Advertiser's Weekly 180 Fleet St EC4 


immediately a first-class all-round 
Artist, with agency experience. Good 
ospects for a hard worker. 
x 9236 Ad, Weekly 180 Fleet St BC4 


LETTERING ARTISTS, cxpericnced, 
with flair for creative styles of Letter- 
ing Pleasant working conditions 


The positions are permanent and 
salary immaterial. Full sick benefit 
scheme. Write or ‘phone for ap- 

intment to Mr. Brownlee, Manag- 
ing Director, London Art Service, 1 
Heddon Street, Regent Street, Wi. 
REGent 8377 


PRODUCTION MAN wanted. Excel- 


EXPERIENCED 
PRODUCTION MAN 


An alive and energetic young man, lent salary and prospects for keen, 
agency trained, required for re- experienced man about 25 with know- 
sponsible position in Publicity ledge of Agency routine ond ability 


to keep accurate records with mini- 
peqerena aera eneys Lendes penta cmpareeien 5-day week. Write 
‘eriodica ublishers. Must be details experience, age and salary re- 
capable of controlling mechanical quired, to Conroy Wykes Advertising 
detail on national press campaigns Lid., 16 Russell Gardens Mews, Ken- 
and other publicity material with- sington, W.14 


out supervision. Knowledge of 
printing and blockmaking pro- 
cesses essential with strong em- ASSISTANT TO 
despatch and keeping of accurate PUBLICITY MANAGER 
schedules. Must have the ability of rapidly expanding radio and television 
Pension Scheme. 5-day week. Swindon. Experience of lay-outs for 
Canteen. press advertisements leaflets, and 
rt bil tial. DAA. an advantage. 
alery required to oe aie — excellent prospects to 
Box 9261 education, and experience to 
Box $262 


phasis on block ordering, copy 
to get and keep things moving. organisation required at Head Office in 
Write, giving age, experience and brochures, etc., desirable, Artistic 
suitable applicant. Full details of age, 
Advertiser's Weekly 180 Fleet St EC4 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN 


Wanted 


for 


SOUTH 
AFRICA 


South Africa's largest inde- 
pendent advertising agen 
with offices in four main 
centres, is looking for the 
additional staff listed below. 


Interesting and enjoyable 
work, excellent prospects. 
Pleasant working conditions, 
five day week and super- 
annuation fund. Payment of 
fares to be negotiated. Ap- 
plications treated in strict 
confidence. In all cases write 
in first instance, giving full 
details of previous experi- 
ence, age, marital status, 
present salary, etc., to 


P.N. BARRETT COMPANY (PTY. ) 
L1D., 


P.0. Box 694, CAPE TOWN. 


FINISHED ARTIST. 
Preferably good all-rounder, 
although specialist in one or 
more fields considered. 
Salary according to ability 
and experience, but not less 
than £1,000 a year. Send as 
representative a range of 
specimens as possible. 


PRODUCTION MAN. 
Must be fully experienced, 
and capable of handling all 
agency production, dealing 
with printers and suppliers, 
etc. Salary according to 
ability and experience, but 
not less than £800 a year. 


COPYWRITER. Man 
with ideas and a flair for 
pees sound selling copy. 
alary about £1,000 a year, 
according to ability and ex- 
perience. Send specimens. 


OTHER CATEGORIES. 
Although we may have no 
immediate vacancies for other 
categories, we are always 
interested in hearing from 
experienced and ambitious 
advertising men who desire 
to settle in South Afr'ca. 
Our business is growing, our 
staff requirements increasing, 
and opportunities are sure to 
occur within a reasonable 
time. 


yee ee 
ve 


ee eae 
~ 


ene oe a oa Pee : ; 
a — ; 
r ee 
; a, ee | 
| | 
| od Ge 
Pi Ja = | _ 
ee | = | e 
x 
. ee 
et 
BS a 
a 
a . 
| le 
| 4 
i a. 
_ _ ig 
= _ «7 F 
7 1 
4 
| ” 
= = = 
| a | : 
: po | ‘££ 
. hd 
: 
; - 
‘ EEE 
- b 
ae ‘ é ge ; a - ee +2 eee ee “Cr oe . 9 er : ys ee eee er ; es 
sa ii 4 c= x |. er Se ae 1 Te rea t —_— s ae a. : ane fi 


< 


ADVERTISER'S WEEKLY 348 


SERVICE LTD, 


is looking for a 


i- 
i 
i 


FLEET ILLUSTRATING | | 


“ The engagement of persons answering these advertisements must | 


Labour or a Scheduled Employment 
aged 


LETTERER 


A keen, competent and ex- 
perienced one with know- 
ledge of Typography and 
layout. Please write giving 
details of experience and 
salary expected to 


LONDON AGENCY 


has vacancies for 


SENIOR ARTIST 


who, in addition to his own work, 
has sufficient experience to super- 
vise a small studio. Must be first- 
class creative man. Good sense of 
layout and finished artwork in 
black and white/colour for both 
press and print. 


ALL-ROUND ARTIST 


Man with some years sound 
experience of layouts and finished 


STUDIO MANAGER 
10 ARGYLL STREET, W.1 


artwork. Plenty of opportunity for 
lop on g class work. 
PUBLICITY MANAGER 
old-eatablished pane gin bee Please give full details of 
in London, Experience in the lighting age, experience and salary 
peer? x a, an advantage. requirements to 
cpuieme aaa ules waaeed. Box 9278 


salary uired 
Box 9202 Ad. Weekly 180 Fieet St BC4 
ASSISTANT PRODUCTION MAN re- 
quired for central publicity depart- 
mem of large engineering group (north EXPERIENCED GENERAL ARTIST 
Manehester area). Age early twenties, required by Publicity Consultants for 


Advertiser's Weekly 180 Fleet St €C4 


Previous advertising or publicity de- the aaincenae Industry to lead new 
+ routine experience essential. team of first-rate Designers producing 
advertisements, 


pos offers opportunity of de- quality 
velopment to keen young man. Pive- nt, 
day week and sta i 
Write, giving details of age, experience an essential — Salary 
me ont Agnes to according to 

eekly 180 Pleet St BC4 Box 9238 Ad. Weekly 180 Fleet St ECA 


ri 


46 Grosvenor Street, London,W.1 


_ CASTROL 
Oil Company 


has immediate vacancy at 
their Head Office in 
London for a_ technical 
writer, aged between 25 
and 40, of proved jour- 
nalistic ability, with some 
technical education and a 
keen interest in engineering. 
His duties will range from 
the writing of technical 
books on lubrication and 
general engineering to the 
preparation of popular 
feature articles on motor- 
ing and allied subjects. 
Write, stating age, quailifi- 
cations, experience and 
salary required to the 
Publicity Manager, 


C. C. Wakefield & Co. Ltd. 


Novemser 4, 1954 


CLASSIFIED ADVERTISEMENTS | 


ARTISTS FOR 


PRODUCTION MAN to work aon 


account executive required for 
ressive agency. Phone GRO 452 
or appointment. 


FIRST CLASS iettering and layout 


man required by progressive Adver- 
tising Agency. Light, pleasant offices. 
Phone for appointment to: Commer- 
cial Publicity @London) Ltd., HYDe 
Park 9583/4/5. 


FIRST-CLASS 
PRODUCTION 
MAN 

WANTED ... 


To cope with rapidly 
expanding business, a 
leading West-End agency 
requires a keen young 
agency-trained production 
man with 3 to 5 years’ 
experience. 

He must be used to work- 
ing on his own initiative 
and will take charge of a 
new production group, 
working in close associa- 
tion with the Group’s 
Account Executive. 

The post carries a good 
salary and is an excellent 
opportunity for a bright 
young man to widen his 
experience, with good 
prospects. 

Full details of experience 
and salary required to: 


Box 9246 
Advertiser's Weekly 180 Fleet St EC4 


NEW ZEALAND 


At the Head Office in Wellington, Iotts, New 
Zealand's oldest and largest agency, has vacancies 
for senior and junior artists. 

This will appeal to younger men seeking a new 
life in a young country with high living standards 
and where every type of sport is easily accessible 
and cheap. It will also interest not so young men 
with an eye to their children’s future as the Dominion 
offers exceedingly high educational standards and 
every child has the opportunity of entry to a 
university. 

Good all-round artists with a flair for figure work 
are required and fares will be paid for the successful 
applicants. 

After a short period our staff are included in a 
superannuation scheme, also in distribution of 
profits. 

Write, sending details of age, marital status, 
experience, qualifications, etc., together with speci- 
mens, to Messrs. J. [lott Ltd., Piccadilly House, 
33, Regent Street, London, S.W.1. 


ACCOUNT 
EXECUTIVE 


Experienced man with all round 
ability combined with per- 
sonality and energy. He would 
not be expected to have the 
background needed if he is under 
thirty and he would certainly 
earn not less than £1,250.0.0 
p.a. The advertiser is looked 
upon and talked about where 
advertising men gather as about 
the most progressive and fast 
growing agency in London and 
opportunity is there, now, for 
the right man. 

Advertiser's staff have been 
informed, so write in confidence 
first to: Managing Director, 


Box 9260 
Advertiser's Weekly 180 Fleet St EC4 


ARMSTRONG SIDDELEY MOTORS 


have a vacancy in their Technieal 
Illustrating Department for an experi- 
enced technical artist, aged 24-26 
Staff position. Salary according to 
age, experience and qualifications. 
Reply to Reference CG/TA2, Arm- 
strong Siddeley Motors, Coventry. 


ARE YOU EARNING £30-£40 per 


week ? Do your present publications 
give this scope ? Our team of space 
representatives average this figure. If 
you have this ability we have 

means with established and progressive 
publications. We y well and we 
pay quickly. G openings in all 


LAYOUT MAN/ 
TYPOGRAPHER 


required immediately for print 
production. Able to design 
and handle production details 
on all types of print. The man 
we are looking for should be 
from 25-35 with previous agency 
experience of such work. 

Write, giving full details and 
stating salary required to 
Managing Director, Gilbert 
Advertising Services Ltd., 
10 Norfolk Street, W.C.2. 


‘Phone your Classifieds 


to CHA 8844 (Ex 25) 
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i to Sales Director, Batiste Publications 
3 : Ltd.. 20 Bedford Stret, W.C.2. ‘ 


NoveMBER 4, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ARTIST PARTNERS 


intend to appoint a 
SENIOR REPRESENTATIVE 


Only a man with wide art 
agency or top studio con- 
nections amongst adver- 
tising agencies will be 
entertained. Generous 
salary and excellent pros- 
pects. Telephone for an 
appointment. 


Excellent opportunity for young 
man 28-35 as 


ASSISTANT 
to the 


EXPORT ADVERTISING 
MANAGER 


of a Co., engaged in widespread 
export activities in the pharma- 
ceutical and toilet field. Must 
have sound knowledge of con- 
sumer advertising preferably in 
European markets. Fluent 
French and agency experience 
would be an advantage. There 
are prospects and a good com- 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


mencing salary. Apply giving 
HYDE PARK 9941 (ten lines) full details experience and 
salary required to Personnel 
ARTIST PARTWERS Ltd. . 
44a Dover Street, London, W.!. Box $273 
, Advertiser's Weekly 180 Fleet St. EC4 
ADVERTISING Assistant (Liverpool) | ADVERTISING. Junior _ visualiser/ 
required, for Advertising and Sales copywriter _ wanted. Pirst + class 
Promotion Dept., with experience of i Apply 


catalogue and print production. 
Emphasis would be on layout, and 
copywriting ability would be an asset. 
Experience of sales promotion and 
sales work generally would be a strong 
recommendation. This is a genuine 
opportunity for a capable man. State 
age, education, fullest details of ex- 
| wy and salary required, to 

on 9192 Ad. Weekly 180 Pleet Si BC4 


LETTERING ARTIST, Versatile. 
Interesting work ; 5-day week. haa 
Art Dept., 71. Dean Street. W 


by letter blo Advertising Ltd., 

anton House, Great Charlies Street, 
Birmingham, 3}. 

YOUNG MAN required in Advertising 
Department of Book Publishers. Must 
bave bad some previous experience in 
Production Dept. ef mey of Ad- 
vertisemem Dept. of wepaper and 
& general knowle of press lay-outs 
for typesetting. rite, stating 
experience and salary required, 
Secretary, Ward, Lock & Co., 
14} Piccadilly, Wit. 


Led., * 


MARKETING 
MAN 


Opportunity for a really experienced man 
to work on important National accounts 
handled by a very progressive West End 
agency. Applicant must be able to plan 
campaigns in all details in conjunction with 
the various agency specilists and have a 
thorough knowledge of distributive trades, 
merchandising schemes, etc. Age group 
30 to 45. Position Pensionable. 


Full details to 


Box 9248 
Advertiser’s Weekly 180 Fleet St EC4 


How do you 


* VISUALIZE’ 


Commercial TV? 


If you're the artist which our TV 
Department is looking for, we “Visualize” 
you as follows. A minimum of 5 years 
agency experience. An active interest 
and possibly some experience in films. 

An ability to put down on paper the clear 
“ still pictures ” which enable a 
story-board to talk. 

Perhaps you have ideas of your own for 
commercial presentation and techniques ? 
So much the better . . . because this is an 
agency which welcomes creative initiative 
as much as creative technique. 

You will work very hard; but you will 
have the reward of seeing your 
visualizations come to life on the studio 
floor and later on the screen. 

Salary? Prospects? Promotion ? 

Well, is there any field in advertising that 
offers more scope than COMMERCIAL TV ? 


Write to BOX 9293 
Advertiser’s Weekly 180 Fleet St EC4 
for firet appointment. 


®@ We have advised our staff 
of this advertisement. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


HEDLEY, BYRNE & CO LTD 
140 PARK LANE W,! 


Invite applications from up-and- 
coming 


CREATIVE 
LAYOUT MEN 


agency trained—who would like 
to take up a newly-created 
appointment within their Studio. 
They offer the right man a good 
salary, excellent prospects and a 
wide and interesting variety of 
accounts to give thought to. They 
expect in return fresh, workable 
ideas, ably translated into slick, 
presentable roughs. Write statin 
age, details experience an 
present salary, please, to 


THE ART DIRECTOR 
or ‘phone MAYfair 5026 


350 


Sntusteons Y ecunt ; 


Agency applicant 
unless be or she, or the employment, is 
*" Netificetion 


of Vacancies 


CLASSIFIED ADVERTISEMENTS 
APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


<< euyugement of persons answermg (hese advertimemecats ment 


be may! my ry Lead Office of the rorryd of 


ora es Dy nemo 


is 2 man aged 1 +e ly—-* ff _ 4-5: 


8-59 inclusive 
the provisions of the 
1952.”" 


November 4, 1954 


APPOINTMENTS VACANT 


TECHNICAL Artists Vacancies for 
experienced artists specialising in cut- 
away perspective illustrations Also 
vacancies for junior artists Write 
or telephone for appointment to 


Studio Irwin Technical Ltd, 118, 
Chancery Lane, W.C.2 Tel: Chan- 
cery 4141 


ASSISTANT to ART BUYER required 
by large London Advertising Agency 
he person appointed will be 
woman aged 20/25 with a knowledge 
of shorthand-typing and previous 
agency or studio experience The 
firm concerned has a canteen and « 
sport club. Applicants should write 
a age, experience and salary re- 

uired, to 
mm 9284 Ad. Weekly 180 Fleet St BC4 


SMALL & PARKES LTD. 


of Manchester 9, Manufacturers of 
"DON" Brake Linings require the 
services of a 


PUBLICITY 
OFFICER 


A commencing salary of not less than 
£1,000 per annum will be paid to a man 
who is capable of advising on all aspects 
of publicity policy and whose duties 
will include creative activities in con- 
nection with press and outdoor adver- 
tising and the production of sales 
literature, 


Application in writing only to 
The Secretary, 


Small & Parkes Led., 
Hendham Vale Works, Manchester? 


| 


ADVERTISING 
MANAGER 


required by leading firm of sweet manu- 
facturers. This is a new appointment, 
and calls for a young man with the 
ability to devise and execute campaigns 
relative to both name and brand pro- 
motion, and to work in the closest 
conjunction with a Sales Management 
planning to apply modern technique to 
the sales operation. 


Applications, stating age, details of 
education, training and experience 
should be addressed to Box No. 59 
R. Anderson & Co. 14 William IV 
Street, London, W.C.2. 


YOUNG MAN 


FINISHING 


(20-22) as 
in Media Planning Dept 
leading London Agency 
Accuracy with figures and details 
essential Our own staff have been 
advised of this advertisement. Write, 
stating full particulars, to 

Box 9219 Ad. Weekly 180 Fleet St BC4 
ARTIST required, must 
be capable of carrying out first class 
block drawings, including lettering, 
for packaging and show cards etc. 
Send details of past experience and 
specimens of work to: Miss Hunt, 
c/o W. M. de Majo, 33 Jubilee Place, 
London, 8.W.3. 


required 
Assistant 
of a 


Typographer 
Wanted 


by large Agency in the West End 


This is an opportunity for an 
experienced man to work on 
a wide range of National Press accounts. 
He will also be required to work on 
a variety of high-class printed matter, 
including brochures, booklets, etc. 


Write details of experience, etc., to 


Box 9277 
Advertiser’s Weekly 180 Fleet St EC4 


ROLLS-ROYCE 


require first-class 
commercial or Technical Artists and 
Retouchers Excellent conditions 
and prospects S-day week Write, 
giving details with specimens, to 
Labour Manager (A), Rolls-Royce, 
Limited, P.O. Box 31, Derby. 


SALES 
REPRESENTATIVE 


required to sell silk screen point- 
of-sale material. He must be used 
to making the right contacts and 
to have some technical knowledge. 
Pléase write stating age and ex- 
perience to the Managing Director 


RENART STUDIO LTD. 
9 CHERINGTON ROAD, HANWELL, W.7 


PRODUCTION ASSISTANT required 


for publicity consultants to the en- 
gineering industry, 
quality press 
knowledge of 
detail essential 
for energetic 

Salary accordin 
Box 9249 Ad 


handling a high 
print, etc Sound 
block ordering copy 
Progressive position 

person with initiative 
to ability 

eekly 180 Fleet St BC4 


CREATIVE 


Large 
has a 


London Agency 
vacancy for 


ASSISTANT 
TO CREATIVE 
MANAGER 


Experience of Agency 
practice or large studio 
administration is almost 
essential. Knowledge of 
art buying is desirable. 
Creative ability is less 
important than organisa- 
tional qualities and busi- 
ness sense. 

Position has prospects, 
carries a good salary for 
the right man who is 
probably between 28 and 
30, and conditions of 
employment are attractive. 
Write giving experience 
(no original testimonials 
please) to 


Box 9259 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING. 


WE ARE LOOKING for young, first- 


class artists, figure, still life, scraper- 
board, etc. on salary to commence, 
if desired, and then freelance basis 
when established. Telephone SLOane 
9925 for an appointment to show 
specimens. 


EXPERIENCED REPRESENTATIVE 


required by leading London photo- 
graphic studio Good salary and 
generous commission. Excellent pros- 
pects. All members of staff are 
aware of this advertisement Write 
in first instance to 

Box 9250 Ad. Weekly 180 Fleet St EC4 
Experienced Produc- 
tion and Copy Detail Clerk required 
Pratt & Co. (Advertising) Ltd., 11 
Albert Square, Manchester 2 


ADVERTISING 
MANAGER 


required by 


London Manufacturing Chemists. 
Good all-round experience in 
advertising essential. Preference 
will be given to applicants having 
held similar position in the past. 
Applications stating salary re- 
quired to: 


; 


Box 9233 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTIEING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 

Advertising, have a versatile sense of 

design, embracing a keen understand- 

ing of lettering and typography and the 

ability to produce finished roughs. 

Please write or phone for appointment 
Tem 6600 


‘Phone your Classifieds to CHA 8844 
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CLASSIFIED ADVERTISEMENTS EQXIIMEUERZEENT 
‘ Well-known firm of Silkscreen EXPERIENCED 


Printers, Multiple display con- PR DUCTION 
stannous bey phe REPRESENTATIVE | | PRODUCTION 
required by MAN 
REPRESENTATIVES, An opportunity occurs in a busy Adver- : “ = 
ee eee spect ts. oxote, | || ugh White Studies, Ltd. | , | ‘crewing sssocne, "Provioce cssne 
new department opening shortly some knowledge of art and print quperionce le essenciel, Wrice ter 


for Mechanical Screen process cy tedlonn Galan aeeare., © Cavendish Square, W.1 cena em = eer o 
of etc. in rough form. A pnoutedes - ge, Guperrence ane shary Fequeres 0 
: rinting, cutting and scorin textile or retail advertising wou Must have experience. Permanent ! 
P ig, cutting 8 useful but not esoncial. | nga with Bont orecpeets end ft | The Production Manager, 
Applications enclosing fu etails > MASIUS & FERGUSSON LTD. 
showcards and Point of Sales. career and qualifications to date should remuneration to suitable applicant with | | @, Bertsley Square, W.. . 
PI ‘ i be sent to art and photographic connections. , . 
= ease write stating age, ex- Apply by letter giving full details of 
; ; Box 9263 onan ame ENGINEERING COMPANY requires 
‘s perience and salary required to Advertiser's Weekly 180 Fleet St EC4 | pe 7 Assistant for Publicity Department to 
help with compilation and produc- 
' hnic . 
* Managing Director, BEN JOHNSON & CO. LTD. requires | WELL KNOWN ADVERTISING ii ae hee ee 
‘ Printers’ Representatives for the Lan- | Contractors have a vacancy for an to write English and knowledge of 
‘ cashire and Midland areas. Know- | experienced site negotiator well con- engineering sufficient to work on own 
‘ Box 9214 ledge of the trade essential , nat versant with Solus Outdoor sites initiative Previous experience in 
‘ — lent prospects; good rates of pay ; Apply. giving details of salary re- b . . j ‘. 
_ Advertiser's Weekly 180 Fleet St EC4 pension scheme Apply, stating age | wired and past experience, to pm yy amg pw a? > 
* and experience to Secretary, Borough- fox 9253 Ad. Weekly 180 Ficet St BC4 present position experience and 
r VISUALISER r bridge Road, York | salary required in confidence 
e ARTIST SER required for ASSISTANT to Production Manager Box 9254 Ad, Weekly 180 Fleet St BC4 
large Advertising Agency in Glasgow. wanted. Age 20-30, Leading indus- | ARTIST REQUIRED } 
o Must have at least three years’ ex- trial odbvuntaun agency, IPA | 
: perience in an Agency or im the Pleasant atmosphere, ‘prospects, pen- | | Good experienced man capabie of doing | | | LAYOUT ARTIST 
Keen ipeebsation for the conception sion scheme the with Risory and good slick layouts and general finished ted 
and qneutien of really original ad- pee, 80 Fleet St BC4 orework. Snesmont “Sees | ice 
vertisements. Apply in writing only px 9251 Ad. Weekly 1 t St | | position with good prospects. Puss be able co de the Genssions! plese 
4 meantime with no samples to we Box 9266 of general finished artwork for repro- 
Publicity Service Ltd., 87 est The Design Group Led. need good and | . | duction. Reply by letter stating age, 
af Regent Street, Glasgow, C.2 experienced Advertiser's Weekly 180 Fleet St. EC4 ) experience and salary required to 
| Murray-Watson Limited, 38 Brook 
. 
; ALL ROUND ARTISTS YOUNG EXPERIENCED ARTIST Street, London, W.!. 
= | required by Packaging Firm Five | 
WANTED } day week, hours 9 a.m.-5 p.m. Can- ARTIST for finished lettering required 


end | teen on premises Apply. by letter, One interested in advancement, has 
RETOUCHER FIRST-CLASS RETOUCHERS | giving full particulars, including salary creative ability, able to produce slick 
} required, to Cahier, Mono Con layout for brochures, etc Write for 
tainers Limited, Cumberland Avenue, appointment to 
LETTERING ARTIST po ne Senger tremens one 7 | Park Royal, London, N.W.10 Box 9267 Ad. Weekly 180 Fleet St BC4 
uw . sli scope 


GENERAL ARTIST — | | ‘hs "ith; men. Fie day week, good pa 
Apply NOW, | | Write or coteghene fer eppeinemens, EXPANDING WEST END AGENCY 


Design Services Ltd. | — REQUIRES 
| 


36-38 Rupert St., W.! ARTISTS required for Manchester and 


Glasgow ices. Must be first-class 

GERRARD 6721 all-rounders ; some figure work but FIRST-CLASS 

mainly still life Apply by letter, 

EXPERIENCED LETTERING ARTIST giving full details, to Spicer Curtis 
wanted for first-class Film Tithe Work. & Hatfield Ltd., 32 Deansgate, Man- 


an Must be experienced and good clean chester 3, of 73 Robertson Street, 
a worker. Good wages and conditions Glasgow, C.2 . 
wil Apply: Personnel anager, Denham | OUTDOOR ADVERTISING Contrac- 
i Laboratories Ltd Telephone Den- Senior 


tors require Assistant, fully 


| ia 
ham 2323 Address: Denham, Ux- conversant with Outdoor Solus sites | : 
bridge, Middlesex and capable of completely handling | T 7 
j tenancy agreements from the negotia- | q 
iy tion stage Apply, giving details and AYO U M A wv 7 
* | Box 9282 Ad. Weekly 180 Flest St BCs | ‘ 
5 PUBLICITY ASSISTANT, 22-24. - 
7, London Agency requires a | “quired by City En ¥.. "Firm, igh : at 
ia artistically inclined for preparatory This is an interesting position for a man of 
work on Catalogue, Advertisements, “ ; 
‘ COPYWRITER | | sivicnl?'%s taming, Sates peer considerable agency experience. He must be 
| Tit 0 Mee ee ee able to produce smart yet compelling layouts, 
fl eee EP WER Renee rem. | | : have a real sense of design and typography and 
" Aprounter wih’ 6 Cunt Gen REPRESENTATIVE an ability to render the figure adequately to the 
and a strong leaning fashion- REQUIRED finished rough stage. This appointment is a 
wards. Young, man of | proven ability progressive one and carries an excellent salary 
wanted for London Sales Office of ° : sates 
leading Provincial Display, Ser with full superannuation facilities. 
. Write, giving age, details of | | | Sinufe’ end’ “Eunitanen cae ei 
experience to Se eee Write at first giving particulars of age and 
Write giving fullest details of perience to the Art Director :— 
Box 9216 ing pee and career to 7" " 
e 4 
T ADVERTISING SERVICE LTD. 
Priestley Studios Led., EXPOR 
Sieaicar's Cont te) test Ce Ge 9, Buckingham Street, 22, OLD BOND STREET. 
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ADVERTISER'S WEEKLY 


REGISTERED S. a copy 
G.P.0. AS A 52/6 @ year 


NEWSPAPER S5\- (overseas) 


pages of display advertising in 
) () the November 17 1950 issue of 


the | Ee 
MUNICIPAL JOURNAL #2222" 


pages of display advertising in 
the November 12 1954 issue of : 
the MUNICIPAL JOURNAL 


The local government market 
spends £1,500,000,000 per 
annum on essential goods and 
services 


THE MUNICIPAL JOURNAL 


"Published by the Proprietors, BUSINESS PUBLICATIONS Ltd., at 
” November 4, 1954. Printed in England by S&. Clements 


wl ‘ . _ 4 a a. es ana. oa ies *. ai » EE ee Tia nue me ; . 7 ; 
a es , Novemper 4, 1954 a 
3 Advertiser’ 
= vertisers “4 
4 ? 
me. . 
ve F a - ; 
E STOP PRESS fi 
be 
{me 
ae ee? ; 
{ z 
ze 
4 ea . = cheeriul co 
Ge: —_— will be sorely missed. 
ae hearts go out to Madeleine, 
ae his devoted and charming wife.” 
> ae Leslie W. Needham, director of 
-s advertising, Beaverbrook News 
7 writes :—*Fleet Street has 
aes font ts Bey Clark a fine 4 -— 
* a full life he A 9. bhimsit to 
‘J so many who could not 
ae” — — than ; 
>; ae most where personality 
: touched it left its mark. He 
ae freely in business ‘and in friendship. 
i e I, personally, owe him a great deal. J 
2. hei In a sphere where acquaintances are 
Sy ae many I valued the rare quality of 
. a others I shall miss him greatly.” ; 
- Commercial TV 
a or In House of Commons Assistant 
. a= Fomage Grows L. D. Gammans 
: repeatedly refused to change legisla- 
; a tion Television Act. Opposition 
fr eke members urged alteration to give 
i Post Office power to —_—— pro- 
sie gramme contractors. overnment 
ae ater accused of adding commercial TV 
— to their public relations with inten- 
3 tion of using it to their own political ; 
; ends, 
Ss i ee te 
-: . Hulton launching all-out drive 
ae for “Picture Post” in Lancashire : 
i, ; with most intensive regional pro- 
Bek. motion campaign ever used for ‘ 
= boy oo EE 
3 0 as 
4 - W. D. Hawdon, London Press 
: % Exchange senior a executive, 
i appointed assistant advertising direc- 
oe tor, “Reader's Digest.” 
i Hubert Oughton and Claude 
ee | Wallis advisory committee 
— | on Be information services ; 
| formed by Board of Trade. 
F i Roberts Windsor Soap Co. Ltd. 
ao and Pure Products Soap Co. Lid. ; 
. a makers of “Deri,” accounts moving - 
_ ae to Gee Advertising Ltd., Leicester. 
ie a Willing’s Press Service Ltd. 
wold appoiaaeh for Adlestones (Jewellers) 
i a 
Ce tion, 1955, to be held Olympia, 
| OE 
aa Hubert Oughton has accepted 
aie . presidency Aldwych Club. 
ys — office at 180 Pleet Street, London, E.C.4. (Phone : Chancery $844.) 3 
i Press Lid... Portugal St..” Kingsway, London, W.C.2. | 
a ae 


